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NATIONAL VOIceE 





INTERNATIONALS 


Reaches more consumers more often 
than any other shoe advertising! 


ENC ORE! 


International repeats the sensational promotion 
that helped dealers set new sales records 


TV where it helps you the most...featuring YOUR name...in YOUR market! 


Plan now to share the sales from the 
biggest promotion in the shoe industry ! 





&: 
ISCO’ ‘i sect channel for sales 








Nearly thirteen decades have come and gone since 


the Amer name was first established. 


The dynamic progress of our country was recently 
highlighted by statehood for Alaska and Hawaii. 
For Amer, the outgoing decade has revealed new ho- 
rizons of creative thinking, and a new star in our flag 


—the long-respected corporate name of Swoboda. 


The confidence of our customers combined with our 
own unshakable faith in the future, fully prepares 
us to meet every change and master every challenge 


that might occur in the coming decade. 


William A MER Company 


PHILADELPHIA 23 
Established 1832 





NEW 
IDEA ~ 


FOR MORE. 


HOLIDAY 
PROFITS 


A 


i Puppies’ 


BY WOLVERINE 


BAR! 


No question about it—slipper bars make money at Christmas 
time. And for even more profits, try a Hush Puppies bar, too! 


Hush Puppies make a great gift item! Most pairs cost less than 
$10.00. They're colorful, comfortable, casual—a different, 
unusual and inexpensive present. By getting Hush Puppies on 
display in and out of the shoe department, you'll help build 
impulse sales. 


Remember — Hush Puppies are the hottest selling casual in 


shoe history. They sell on sight in men’s, boys’ and youths’ 


sizes. And our Christmas promotion promises to be the best 
yet. We'll have bright, eye-catching, four-color ads in PLAY- 
BOY... THIS WEEK... PARADE... FAMILY WEEKLY.. 

PARENTS’ . . . plus additional major-market supplements. 
They'll carry local dealer listings to bring sales your way. 


So build bigger profits and more sales with a Hush Puppies 
bar. And place your Hush Puppies order early. Contact Wol- 
verine Shoe and Tanning Corporation, Rockford, Michigan. 
For the biggest casual shoe sales record in your store yet, 
build a Hush Puppies bar! 


Hush Puppies were selected by the U.S. Olympic Committee to be worn as part of 
the official uniform for the United States Pan-American and Winter Olympic Teams. 


WOLVERINE SHOE AND TANNING CORP. 
Rockford, Michigan . Sparks, Nevada 
December |, 1959 
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I'VE CLEANED MY 


NYLOVEL soe: 


NYLOVEL has taken all kinds of 
punishment in wear by youngsters 
and grown-ups. Crushed pile needs 
only a swish-over with a nail brush, 
or any other stiff, non-metallic 
bristle. Real soil, and most stains, 
come out with simple soap and 
water cleansing. 


SOLVENT cleaners or conditioning fluids are unnecessary when 
shoes are made of MARTIN’S 100% Nylon Velvet. If used at all, 
the shoes must be allowed to dry out thoroughly before the next 
wearing. The use of such cleaners is not recommended. 


THE CLEANING TAG (one in each pair) is a big help in selling 
and building customer satisfaction. 


FABRICS CORPORATION 
‘48 West 38th Street New York 18, N. Y. 
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“Going To Watch The Fight, Dear?” 








SOME QUESTIONS ALWAYS ANSWER THEMSELVES! 


Here’s another one: WHY DO TOP-GRADE LINES CONSIST- 
ENTLY USE “THE WHITEST WHITES” 
by LEVOR? 


Each step-up in shoe grade calls for visible 
evidence of extra quality. In white shoes, man- 
ufacturers know by long, successful experience 
that LEVOR white leathers have that “worth- 
more” look. They safeguard customer good-will 
throughout service. 


WHITE is the FASHION. 
LEVOR’S is THE White! 


THE WHITEST WHITES® 


LEVOR 


washable KID-CABRETTA:CALF 
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does a flower taste‘ 


See, smell, touch, try . . . from tots to 
teens, the world is to explore. 

In these formative years, Blue Star 
provides the firm footing 

(and fashion) active explorers 

must have. Blue Star shoes 

for children are made 


; $5 — $6 —-$7 CHILDREN’S SHOES 
with their future in mind. 


In Stock — Same Day Service 


BLUE STAR SHOES, INC. — MANUFACTURERS, 5 FRANKLIN ST., LAWRENCE, MASS, 














From the imaginative world of 
Hans Christian Anderson came 
the sad story of a little Sea Princess 
who searched for human love. 
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y lives in the 
world of Lawrence 


Imagination is an ingredient of greatness; it 


gathers up the universe like jewels in a jasper cup, 
and it brightens everything it touches. 

It is this creative pinpoint of illumination that 
the talented people of Lawrence bring to leather. 
Wool and leather became appealing Lawrence 
Shearling under its spell and in a moment of art, 
utility was given prismatic beauty. 

With Lawrence Print-lamb or Parakeet Shear- 


ling, women’s slippers take on a princess sparkle 
. . . with Soflamb Shearling, men’s boots receive a 
royal treatment. Both are given added beauty and 
comfort — the result of which can only be desire. 

In Calfskin, Side Leather, Sole Leather, Sheep- 
skin or Shearling, Lawrence’s creative approach 
toward leather and its world-wide resources bring 
you quality products and expert personal service — 
both with that minister of ministers — imagination. 


rence 


LEATHERS 


Jrom the world of imagination 


FOR REPRINTS OF THIS ADVERTISEMENT WRITE TO A. C. LAWRENCE LEATHER CO., A DIVISION OF SWIFT & COMPANY, linc.), PEABODY, MASS. 
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Seweeeseeneseeceat 


Sell Comfort...build your shoes around 
Crown FOAM cote 


More spring in the step, more demand for your brand when shoes are made with 
Crown FOAMcote! This foam-on-fabric adds higher quality, more comfort at reasonable price. 


FOAMcote means cool comfort . . . porous, it breathes, is lighter in weight than the 


old-fashioned cushioning materials. High resiliency plus good compression hold 
FOAMcote shape for life of shoe. 


Crown FOAMcote is available in a wide variety of colors, gauges and compressions . . . and 


‘4you can be sure of uniformity, shipment to shipment. Will also pour on customer’s own cloth 
selections . . . send us your order and your deadline—Crown fills both. 


Write today for 
handy sample chart! 


Towt | RUBBER COMPANY, Fremont, Ohio 
— 


te 
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Potent AY PING: JACKS : 


Combination 
1960 RC 


“More ‘goodies’ in the 
line than ever before” 


says 
C. J. Mittlebach 


cl 


Dear Joe: 


Worked yesterday with Jerry 
Pfitzner. The line looks ex- 
ceedingly well balanced. You 
have more "goodies" now than ever 
before. I particularly like the 
balanced price structure. Know 
—‘ However, there is an even broader area which, in you will protect me on deliver- 

the final analysis, determines just how successful ies. You can count on receiving 
you are going to be, I am talking about the entire my pre-Easter requirements some- 
range of the business, from the designers of the prod- time next week. 

uct to the people who produce it and the salesmen I'd like to work with you on 


who create the demand for it. developing a promotional item 
—“Selling is the fundamental job of everyone. Unless for post-Easter selling. Hope to 
they, in their way, sell just as hard and as effectively get to Monett sometime during the 
as the salesmen do, you might as well quit now. Holidays. Maybe we can work up 


“With binati th 1 d something. Like, for instance, a 
— ith a combination of better sales management an companion to your new barefoot 


better selling, we can push our Gross National Prod- Th 
uet to $500 billion in 1960, and up to $600 billion ifie hs ee 

within three or four years. We probably could do : p 
even better. Congratulations! 


Regards 


—In summing up his talk, Don G. Mitchell indicated: 
“So far I have been talking about ‘selling’ in the 
broadest sense . .. marketing, planning, distribution. 


products are being turned out at a terrific rate; com- 
panies all over the lot are spending record amounts 
on new facilities. .. . And our whole distributive 
set-up is going through an enormous expansion. 


—‘ More and more is being spent on research. New \ 


—“If this doesn’t present an unprecented opportunity 
for every sales executive and every salesman in 
America, I have never seen one. 





—“The future is wide open for top management, for 
sales management, and for the salesmen out on the 
firing line. 


—“The potent combination of better sales manage- 
ment and better selling is the key to prosperity.” 


LS 


eB. Waalicans 
: v yAISEY-BRIST sour 


: tt, 
Publisher Mone 
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STRATFORD 


...Walley’s new dressy dressmaker 
pump fits to flawless perfection 
... the vamp elegantly draped... 
toe definitely pointed . . . done in fine 
baby calf tanned by 


HUBSCHMAN 
#3308 Bone... available in all 
Hubschman fashion colours... 

custom created by Valley Shoe Corporation, 
St. Louis 18, Missouri 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 
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@ FTC is starting a third major crackdown on illegal and 
unfair price and advertising allowances to large buyers. 


® State governments to take to Supreme Court 
the new federal law limiting states’ taxing 
powers. 


® Eisenhower wants businessmen to get into the 
fight against excessive government spending 
and for reduction of national debt. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Federal Trade Commission is starting a third major crackdown on sharp 
business practices which hurt small merchants. 

The new drive is aimed at stamping out illegal or unfair price and 
advertising allowances to large buyers by suppliers. 

These allowances, FTC says, amount to discriminatory price concessions 
and are thus illegal. 

The crackdown will be pressed in every area of the country where these 
practices are found, FTC officials say. They'll hit jobbers who band together 
to get rebates and allowances not available to smaller operators, as well as 
large merchants who get illegal deals from suppliers. 

The drive against illegal allowances will supplement campaigns against 
deceptive pricing and bait advertising. 

Some volume allowances are legal. Illegal deals are clear when a com- 
petitor’s price is below or even with your costs. FTC is depending on business- 
men to point out violations. If you detect any, contact FTC. Your name can 
be kept confidential. 


State governments serve notice they'll fight a new federal law limiting 
their taxing powers. 

This year’s session of the Congress curtailed (in Public Law 86-272) 
the rights of states to tax the income of firms that maintain no offices, stores, 
or warehouses within the taxing state. One of the key cases involved Interna- 
tional Shoe Corp., which challenged the right of the State of Louisiana to 
tax International’s Louisiana sales. The firm pointed out that it owned no 
property in Louisiana, and that its activities in that state were confined to 
the soliciting of orders. 

State revenue officials are now serving notice that they believe the new 
law unconstitutional, and they'll seek to test it out before the U.S. Supreme 
Court. 

Some tax officials hold the view that the actual filling out of order or 
sales forms to be sent outside the state for approval may technically constitute 
a taxable form of “office” activity, and hence make these manufacturers and 
jobbers subject to state taxes. 


Businessmen are being urged by President Eisenhower to speak up in 
favor of fiscal integrity. Letters and telegrams can exert “tremendous pressure 
for improved policies,” Mr. Eisenhower declares in urging men in business 
and industry to fight against excessive government spending. 

Mr. Eisenhower is genuinely disturbed by the staggering federal debt 
(nearly $290 billion) and the obvious fact that it is being passed on to unborn 
generations who had no part in running it up. 

But trimming some government spending projects will permit the Treasury 
to retire a portion of the debt each year, he points out. 
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@ PXs have now become subsidized full seale eut- 
throat department stores doing $400 million 
in annual sales. 


Report from 


@ U. S. families are making more money than 


WASHINGTON iovuneetg mn 





Mr. Eisenhower says he frankly wants to “get younger people really peeved 
and moving in the political direction” to fight down government spending. 


Government stores, subsidized by all taxpayers, have become “ruthless 
competitors” of the nation’s merchants. 

Post exchanges operated by the Army and Air Force are no longer 
“exchanges,” dealing in small personal needs, tobacco, and razor blades. They 
are now attractive department stores, doing $400 million in annual sales. 

These facts were brought out recently to a retail clinic sponsored in 
Denver by the National Retail Merchants’ Association. The speaker was John 
C. Hazen, Washington vice president of the NRMA. 

“No longer do they carry just items of convenience and necessity, as 
formerly, and as required by law; they are full-blown stores, with fine build- 
ings, good services, and markups as low as seven per cent—markups which 
can murder any retailer in the area,” Mr. Hazen pointed out. 

The NRMA is definitely not opposed to military stores (PXs and EXs), 
Mr. Hazen declared. 

But the nation’s merchants are opposed to the subsidized competition 
presented by these stores. Today, there are 269 military stores, grossing 
$400 million annually. The equivalent of two full combat regiments are 
assigned to work in these government stores. About $17 million in appropriated 
tax money is used to pay the salaries of these soldiers, who presumably were 
drafted to learn the profession of arms, not to maneuver business away from 
taxpaying merchants. 

Mr. Hazen noted in his Denver speech that the Army and Air Force 
have now abandoned their earlier contention that government stores were only 
simple outlets, selling the necessities of life. It is now admitted that they 
are large government stores, and the military families are “entitled” to the 
privilege of subsidized department stores. 


U.S. families are making more money than ever before, but inflation 
is cancelling their ability to buy more shoes and other consumer goods. 

This conclusion is drawn by the U.S. Census Bureau in a fresh report 
on the income of the nation’s families. 

Average income of families hit $5,100 in 1958. This is two per cent 
higher than in 1957. But inflation wiped out the gain, so that the consumption 
of goods and services actually did not expand in relation to the growth in 
income. 

Here are some key points in the new report on income: 

® Families headed by full-time workers now make an average $6,000 per 
year—up by $260, or five per cent, over the previous year. 

© Fewer families are headed by full-time workers. Of the total number 
of families, only 62 per cent had a full-time worker at the head, as compared 
with 65 per cent a year earlier. 

® Families headed by part-time workers average $3,900 a year—unchanged 
from a year earlier. 

® Income of nonfarm families, which has been rising steadily since World 
War II, is now leveling off. 

® Farm families, on the other hand, are enjoying a steady rise in income— 
up 10 per cent on 1958 over 1957. (CONTINUED ON PAGE 48) 
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#117 Smoke-Screen Desertan 


Featured in this original boot 
with reverse side printed in 
“Congo Leopard” which 
appears as lining and 
style-wise reversible collar. 
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ne 
IMEensions 


IN SPLIT LEATHERS BY GENERAL BRING YOU 


new 
creative 
SIONS 


IN CASUAL SHOES AND BOOTS! 








Creativity applied to the tanning of split 
leathers now brings you a galaxy of new ideas 


for casual boots, flats, and pumps. 


A group of these new designs will be on 
display at our booth at the Tanners’ 
Council Leather Show (Booth 15) and 

the Allied Trade Show Building (Room 309). 


Write for swatch books or sample skins now. 


(/ENERAL SPLIT CORPORATION 
748 W. Virginia St. *« Milwaukee, Wisconsin * tr FIVE 
World’s Largest Producers of Split Leathers gk 








Naugatuck PARACRIL 0ZO 


0ZO Sole 


6-year-old proves PARACRIL OZO 





— vate pene em 
Spore o *3 


resist nt nitrite rubber é 





The oll-resistant, 


Conventional Sole 


ots 


far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0ZO outwear 
all others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0Z0O soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 





1235P Elm Street 


Division of United States Rubber Company Naugatuck, Connecticut 


Rudder Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber ~ Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, H. ¥. 
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LEAD TIME 
for 
SHOE MERCHANDISING LEADERSHIP 


The leather industry is proud to announce a great forward step in 
providing fashion authority and effective sales planning for shoes and 
all leather accessories. The Leather Show, always the vital season- 
opening event, has been advanced two months to give manufacturers 
and retailers more time for earlier styling, promotion and selling. 


First and Only 
OFFICIAL SHOWING 


of 


The Comprehensive Range of New Approved Colors 
Adopted by the U.S. Leather Industry 
for 
Shoes and Accessories 


FALL AND WINTER, 1960 


THE LEATHER SHOW 


December 17 and 18, 1959 
HOTEL STATLER-HILTON, NEW YORK 


Sponsored By Tanners’ Council of America, Inc. 


December !, 1959 
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Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Maffei, Automatic 
Leveling Machine a “‘natural”’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Mota, Automatic Leveling Machine — 
Model A. 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Breton 


Largo 





One glance is enough to see the style appeal. 
But take a second look at the value — and 
the popular price. Here’s a line for the 
young in heart . . . fast moving patterns with 
appeal for teens and their moms. Look 
further — into the Viner In-Stock catalog. 
You'll see a lot of profits! 


Write today for latest In-Stock catalog 


VINER BROS., INC. Bangor, Maine Shoe Craftsmen Since 1905 


Sheila 


young and gay in every way 


IN-STOCK 
Retail $6.95-$9.95 





KINGO 


the lightest — 
most buoyant 
sole 


ln 
CuSH-—N 


the name that 


The only nationally advertised cellular sole. 
Exclusive quality makes its reputation...a 
reputation that makes more sales. Avon creates designs, 
colors and thicknesses to travel in the best 
circles — anywhere. So add ‘‘soft-sell’’ to your line... 
specify Cush-N-Crepe" . . . the original cellular sole*. 


*Reg. U.S. Pat. Off. 


not on all shoes... just the best ones... 





helps you sell 


AVON SOLE COMPANY 
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IS ON THE GROW! 


85 years of growth .. . 35 years of leadership in leather! For 
fiscal 1959, a new record in leather production . . . for 1960, 
new goals to help you sell more shoes, bags, belts. For now, 
more than ever, Colonial is your leading source for colors, 


style and trends in leather. 


NOW SHOWING 


at the Leather Show, Booths 61-62, Statler Hilton... at the Allied Shoe 

Products and Style Exhibit, Room 328, New York Trade Show Building 

PATENT PARADE COLOTAN 
Full grain glove leather Smooth dress sides 


In black and colors 
LUXURY PATENT SIDE LEATHER PEARLESCENT 
SPECIALTIES Smooth and surfaced, lustre finish 


The revolutionary new non- 
Textured, Embossed, Perforated 


cracking black patent leather 
VELKA AYERBO SIDES 
for Bags and Belts 


BAG CHROME PATENT Elk-tanned side leather 
SPLITS 


COLBUK-SILKA GLISSANT 
Full grain wax finished for Uppers, Linings and Soles 


Napped surfaces 


P) Folomial rose COMPANY, INC. 


BOSTON 11, MASSACHUSETTS 





Headlines 





Supreme Court May Decide on Kinney Merger: 


Brown Shoe Plans Appeal in Anti - Trust Case 


In a long-awaited decision, a 
federal judge said the merger is 
a violation of the Clayton Anti- 
Trust Act because it would sub- 
stantially lessen competition. 


ST. LOUIS—Four years after the 
government filed its complaint, and 
15 months after the case went to 
trial, merger of G. R. Kinney Com- 
pany, Inc., with Brown Shoe Com- 
pany has been ruled a violation of 
the Clayton Anti-Trust Act. 

A federal district judge said he 
would enter judgment requiring 
Brown to dispose of its interests in 
Kinney. But Brown announced it 
would appeal. 

“We have discussed the matter 
with our attorneys and feel that the 
merger with Kinney is not a viola- 
tion of the anti-trust laws,” said 
Clark R. Gamble, Brown’s president, 
on November 23. “We intend to take 
the case to the Supreme Court.” Un- 
der the law, an appeal in the case 
must go directly to the U. S. Su- 
preme Court. 

The long-awaited decision by 
U. S. District Judge Randolph H. 
Weber, handed down November 20, 


* * 


stated that “the merger would es- 
tablish a manufacturer-retailer re- 
lationship which deprives all but 
the top firms in the industry of a 
fair opportunity to compete.” 

The court said: “Kinney’s already 
powerful position in the retail field 
is made more powerful by the pro- 
posed affinity with Brown; other 
manufacturers have already suf- 
fered; other retailers have felt the 
effect; the reasonable probability is 
the further substantial lessening of 
competition and the increased ten- 
dency toward monopoly.” 

Combining the manufacturing fa- 
cilities of the two companies, the 
judge observed, would lessen com- 
petition only slightly. But combina- 
tion of the manufacturing-retailing 
facilities of Brown and Kinney 
would substantially lessen competi- 
tion and tend to create a monopoly, 
he maintained. 


Effect on Independents Cited 


Referring to Kinney, the ruling 
held that this “most aggressive re- 
tail chain in the nation, now a po- 
tent competitor of Brown, would be- 
come but another adoptive child of 
an already big family.” The eco- 


* 


nomic impact of the merger would 
be felt throughout the nation, the 
court indicated, and would work to 
the detriment of small retail shoe 
stores and independent shoe manu- 
facturers. 

“We can only eat an apple a bite 
at a time,” Judge Weber’s opinion 
noted, but “the end result of the 
consumption is the same.” Company- 
controlled and company-owned stores 
“nibble” at the potential market un- 
til they get the power to create a 
monopoly and lessen competition by 
eliminating the effectiveness of the 
independent retailer and small man- 
ufacturer. The judge said that if 
the merger were allowed to be con- 
summated, the top four companies 
would control 23 per cent of the 
product market and Brown-Kinney 
would have one-fifth of that. 

The Government began action 
against the two firms in 1955. Un- 
der a restraining order issued by 
the late U. S. District Judge Rubey 
M. Hulen, the merger was permitted 
to continue but the firms were pre- 
vented from combining assets and 
operating as one company. Judge 
Hulen died in 1956. 

(CONTINUED ON NEXT PAGE) 


* * 


Brown Replies to FTC, Denies ‘Illegal Practices’ in Franchises 


ST. LOUIS — Brown Shoe Com- 
pany has officially denied Federal 
Trade Commission charges of ille- 
gal trade practices involving the 
company’s franchise agreements. 

In its answer, filed the third week 
in November, the company denies 
each and every allegation with a 
few exceptions. Brown admits that 
the firm has entered into signed 
contracts or franchises with 259 
of its independent retail customers 
(Brown Franchise Stores). 

Another group of retail shoe 
stores, about 423 in number, is op- 
erating on the so-called “Brown 
Franchise Program” without signed 
contracts. These 423 get “individ- 
ually varying degrees” of rights 
and privileges under the franchise 
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program, and in some _ instances 
more than one franchise store has 
been located in a single community, 
the company says. 

The FTC had claimed that only 
one store is appointed in each town 
or city. 

“The line of shoes sold by fran- 
chise stores is only approximately 
‘complete’ ”’ and not in restraint of 
trade, Brown contends. 

The firm admits that it “refuses 
to grant to dealers who are dropped 
or voluntarily withdraw from the 
franchise program additional mer- 
chandising records, the services of 
a field representative and the right 
to take part in group insurance 
purchasing, national and regional 
meetings, and group purchasing of 


rubber footwear.” 

But Brown says it does not know 
whether or not the U. S. Rubber 
Company charges higher prices for 
canvas and waterproof footwear to 
dealers who drop the franchise pro- 
gram. The government had said this 
was the practice. 

Brown acknowledges that it dis- 
tributes price lists and catalog 
sheets, some of which contain sug- 
gested retail prices. The company 
says it sometimes publishes sug- 
gested retail prices in its national 
magazine ads, but it denies that 
fixed prices are enforced with 
threats or coercion. 

Brown’s reply denies that the 
firm has violated Section 5 of the 
Federal Trade Commission Act. 
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Record Traffie Marks Dallas Fair 


Business was reported good in 
all price ranges at the South- 
western show. The almost 2500 
buyers on hand were optimistic 
on retail prospects for spring. 


By JOHN M. FLEMING 


DALLAS — Registration at the 
annual Spring Shoe Fair of the 
Southwestern Shoe Travelers Asso- 
ciation, held here November 15-18, 
ranged near the 2500 mark, and the 
more than 400 exhibitors reported 
record traffic. 

The registration records showed 
buyers from 13 states as far away 
as Florida. Traffic from Texas and 
nearby states was heavy on each of 
the four days. 

A large majority of the exhibitors 
were “extremely pleased’ with the 
business written. Several volun- 
teered the information that this was 
the best show they had attended 
this year. 

“This is a well diversified show 
with a great choice to pass on,” said 
one out-of-town buyer. “The pres- 
entation has been excellent; the 
show was well planned, and fashion- 
wise it had everything a buyer could 
desire.” 


Sales were reported good in all 
price ranges, denoting a general 
spirit of optimism for the spring 
season. Exhibitors reported the 
spring buying was heavy, and in one 
instance the run on children’s and 
women’s whites was exceptionaily 
heavy. 

Color took much of the play away 
from style in the women’s lines with 
the prevalence of buying in patent 
leather and bone white. The pastel 
and more vivid colors were being 
avoided almost completely. 

Square heels on women’s high 
styles got some attention, and exhib- 
itors reported the stacked heel was 
also selling well. A strong trend to- 
ward wedged backs was also seen. 
Straws were also reported strong 
in the casual lines. Plain flats were 
selling slowly, with buyers showing 
a distinct preference for some type 
of decoration. 

Children’s lines continued to sell 
heavily in white, black and white, 
and brown and white. The whites 
were moving well for presentation in 
the early spring of the Southwest. 
Prices on children’s shoes followed a 
trend toward quality, as has been the 
tradition in the Texas market for 





Joint Group to Study Shoe Show Situation 


NEW YORK — A “Joint Study 
Committee on Shoe Shows,” with 
both national and regional shows 
as its field, has been named by 
four major trade associations. 
They are the National Shoe Manu- 
facturers Association, National 
Shoe Retailers Association, New 
England Sho2 and Leather Associ- 
ation, and National Association of 
Shoe Chain Stores. 

First meeting of the committee 
reportedly will be held in mid-Feb- 
ruary. At that time the group will 
first decide what areas of the show 
situation to explore and what pro- 
cedures to use. 

The committee is expected to 
probe such topics as duplication of 
shows, overlapping and the possi- 
bility of simplification. Members 
will have the right to decide the 
scope of their investigation. 
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Named to the committee were: 

© NSMA: Samuel Slosberg, pres- 
ident of Green Shoe Manufactur- 
ing Company, Boston, and Louis J. 
Schaefer, vice-president of Brown 
Shoe Company, St. Louis. 

® NSRA: Clovis Saunders, Som- 
mer and Kaufmann, San Francisco; 
George B. Hess, Hess Shoes, Balti- 
more; Louis Liebson (ex-officio), 
Edison Brothers Stores, Inc., St. 
Louis. 

@ NESLA: A. W. Berkowitz, 
Songo Shoe Manufacturing Com- 
pany, Portland, Me., and Saul L. 
Katz, Hubbard Shoe Company, 
Rochester, N. H. 

® NASCS: William M. Blackie, 
executive vice-president of Ge- 
nesco, Nashville, Tenn., and David 
W. Herrmann, executive vice-presi- 
dent of Melville Shoe Corporation, 
New York. 


the past several years. 

Stylized men’s shoes created some 
attention with the extremely pointed 
toes patterned, it seemed, after the 
early cowboy boot which, ironically, 
has become less pointed. 

The boot market, always impor- 
tant at a Southwestern show, was 
booming. One representative of a 
well known boot manufacturer 
laughingly said 99 per cent of the 
people now buying boots never see 
a horse, and the boots have been re- 
designed (flatter heels, less pointed 
toes) to fit this need with the em- 
phasis on comfortable footwear. 

Veterans of this pioneer South- 
western shoe show attributed the 
success of the 1959 version to the 
general economic trend in the area. 

Newly elected officers of the Trav- 
elers for the coming year are Rob- 
ert T. Atkinson, Valentine division 
of Genesco, president; Cecil Ballard, 
Connolly Shoe Company, vice-presi- 
dent; Jay May, Heydays Shoes, Inc., 
treasurer, and Paul Schroeder, re- 
elected secretary-manager. 

Added to the directors’ list are 
A. D. McCoy, Nunn-Bush; Sam 
Kessler, Dori Shoe Company, and 
Jack M. Laster, Stetson Shoe Com- 
pany, Inc. 


Brown Shoe Plans Appeal 
(CONTINUED FROM PAGE 21) 


The trial began in Judge Weber’s 
court in August, 1958, with testi- 
mony completed in January of this 
year. The case was taken under sub- 
mission last August 1. 

A proposed judgment in accord- 
ance with the findings and conclu- 
sions of the opinion was to be en- 
tered on December 1—which allowed 
11 days for Brown and Kinney to 
make suggestions as to its form and 
content and to file after-trial mo- 
tions. 

Judge Weber’s decision noted that 
disposition of Kinney stock by 
Brown “could have far-reaching ef- 
fects and consequences.” He said 
that if the court’s judgment became 
final, he would hear evidence “touch- 
ing the effects of the disposition of 
the stock and suitable manner in 
handling same.” Brown’s appeal 
plans, however, put a new complexion 
on the case. 
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October Footwear Output Down 2%; 


10-Month Total Set at 537 Million Pairs 


WASHINGTON, D. C.—Footwear production in 
October dipped to 52.4 million pairs—2 per cent 
below the 53.3 million pairs produced in October 
1958, and also 2 per cent lower than the 53.4 million 
pairs for September ’59. It was the first time this 
year that shoe output has fallen below that of the 
same month last year, according to Census Bureau 
estimates. 

These figures bring the government’s production 
total for the first 10 months to 537.8 million pairs, 
up 10 per cent from 1958. 

Output of men’s dress and play shoes in October 
°59 showed no change—at 6.8 million pairs—from 
either September 1959 or October 1958. Production 
of women’s dress and work shoes—at 15 million 
pairs—represented a drop of 4 per cent from the 
15.7 million pairs produced in September 1959, and 
a drop of 1 per cent from the 15.2 million pairs 
produced in October 1958. 

Output of all other footwear in October 1959 was 
1 per cent below that of September and 2 per cent 
lower than in October 1958. 


Baltimore Shoe Club Names Officers: 


Gilbert Katz to Be President for 1960 


BALTIMORE—Gilbert Katz of P. H. Volk & Com- 
pany has been elected president of the Baltimore 
Shoe Club for 1960. Ben Cooper, assistant buyer for 
Stewart & Company, will be vice-president. The 
association comprises manufacturers, wholesalers, 
retailers and travelers. 

Sam Abrahams, who represents Cushionized Bel- 
laire Shoe Company, Inc., was re-elected secretary 
and W. Milton Volk, president of P. H. Volk & Co., 
was re-elected treasurer. Mrs. Sara H. Abrahams 
continues as recording secretary and Max Meyers 
of Meyers Shoe Store as sergeant-at-arms. 

Re-elected as chairman of the board of gover- 
nors was Simon Madow, Chesapeake Shoe Manu- 
facturing Company. On the board are Robert Har- 
ris, Harry E. Snook, Louis Robbins, Sol Swerdloff, 
Milton Wise and Harry Levy. Six more members 
will be appointed at the next general meeting in 
January. 


Chain Sales Increase 16.2% for October 
And 12.6% for Year; Kinney Sets Pace 


SALES increases were the rule again in October 
for the six leading shoe chains which regularly an- 
nounce their monthly volume. Their composite sales 
for the month were up 16.2 per cent in comparison 
with October 1958. For the first 10 months of the 
year, sales were 12.6 per cent ahead. 

By far the biggest gains were registered by G. R. 
Kinney. Its sales were up 34.7 per cent for October, 
24.5 per cent for the year. (Kinney was operating 
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488 stores October 31—10 per cent more than a year 
earlier.) 

Edison Brothers’ sales increased 16.4 per cent for 
the month, 14.3 per cent for the 10 months. Melville 
was up 13.5 per cent for October and 11.5 per cent 
for the year; Shoe Corporation, 13.4 and 10.2 per 
cent; National, 11.1 per cent and 8.4 per cent; and 
A. S. Beck, 6.4 per cent and 3.3 per cent. 


Independent Shoemen’s Director Calls 


Anti-Trust Ruling ‘Victory for Industry’ 


BOSTON—A federal judge’s decision holding that 
the Brown-Kinney merger violates the Clayton Anti- 
Trust Act was labeled “a clear-cut victory for the 
entire shoe industry” by Frank Underhill, executive 
director of Independent Shoemen. He said the rul- 
ing “guarantees the industry the free competition 
that will safeguard the industry’s health.” 

In a formal statement Mr. Underhill pointed out, 
‘Independent Shoemen has long opposed monopolies 
and will continue to do so in every area where the 
rights of the independent are in jeopardy.” I. S. is 
an organization of independents throughout the in- 
dustry, including manufacturers, retailers, whole- 
salers and shoe travelers. 

“While many may feel that this [the court’s deci- 
sion] is an I. S. victory,” said Mr. Underhill, “we 
would rather feel it is a decision for the good of all 
and the preservation of the American free-enterprise 
system.” 

The I. S. director said his organization ‘‘hopes that 
the industry will learn from the facts presented in 
this case and will live and grow together for the good 
of the industry as an industry.” 


Kaplan Attacks ‘Pre-Date’ Leather 
Showings, Says They Hurt N.Y. Events 


BOSTON—The policy of some tanners in sched- 
uling showings of new leathers in selected markets 
prior to the Leather and Allied Shoe Products Shows 
in mid-December has been assailed by Kivie Kaplan, 
treasurer and general manager of Colonial Tanning 
Company, Inc. A number of these showings have 
been scheduled, particularly in St. Louis, in spite of 
earlier dates for the two New York shows. 

“Our aim has always been to build the value of the 
national shows for the manufacturers and to en- 
courage the largest possible attendance,” Mr. Kaplan 
said. “To release new lines before these official shows 
is a disservice to the great majority of manufac- 
turers, and of course it is bound to hurt attendance 
at the New York shows.” 

In bypassing the official shows with pre-date 
showings in certain manufacturing centers, leather 
houses “defeat their own purpose” and “may well 
create a situation which will work to their disadvan- 
tage in years to come,” Mr. Kaplan charged. Colonial 
exhibits at both New York events, he noted. 
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Orders ‘Slow’ at Los Angeles Mart 


Retail business is good, but the 
West Coast Market was not con- 
sidered a top selling show. Ex- 
hibitors said many retailers had 
seen the same shoes on the road. 


By NORMAN and MARGE 
PHILLIPS 


LOS ANGELES—A sellout of ex- 
hibitors’ rooms at both the Alexan- 
dria and Biltmore Hotels marked 
the Spring Market Week of the West 
Coast Shoe Travelers, November 8 
to 11. 

But judging the show from an 
over-all picture, selling could not be 
rated as good. Viewed realistically 

-and discounting the perennial op- 
timists—orders were slow and in 
small quantities. The reasons were 
many. 

One traveler observed: “Actually 
this show is a month or six weeks 
too late for me. I’ve been on the 
road ever since August with sub- 
stantially this same line. Outside of 
the small independents—too small 
for me to visit—there are very few 
retailers I can sell.” 

Strangely enough, slow buying at 
the show doesn’t mean slow selling 
at retail. Business is actually pretty 
good in this area. The steel strike 
has had but little effect. Employ- 
ment is up, and people are buying 
what they need. 

Shoe retailers in general view the 
spring selling period with confi- 
dence if not optimism. Slow show ac- 
tion was merely the result of reps’ 
having been on the road with their 
samples for two months or more, 
contacting all their major accounts, 
so that their important work had 
been done. This show serviced small 
retailers, for the most part, who are 
not big enough to be worked with in 
the field. 


Variety in “Peek-A-Boo Room” 


Very nearly every line of shoes 
available to western buyers was on 
exhibit in the Grand Ballroom of the 
Alexandria, where the “Peek-A-Boo 
Room” is located. Some 1286 mer- 
chants re-registered at the Peek-A- 
Boo Room. This display room, on 
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the ground floor of the hotel, offers 
exhibitors an opportunity to display 
one pair or two half-pairs of shoes 
which they feel most completely rep- 
resent their styling. 

No manufacturer’s representatives 
are permitted to enter the room dur- 
ing the show. Buyers have a chance 
to size up offerings without pressure 
and to decide for themselves what 
they would like to see. 


Informal buffet luncheons were 


Warren G. Hickey (right), 1959 presi- 
dent of West Coast Shoe Travelers’ As- 
sociates, presents Jack Evans of Joyce, 
Inc., with President's Cup and "Oscar" 
as outstanding traveler of WCSTA for 
1959. At same meeting in Los Angeles, 
Mr. Hickey, of Simplex Shoe Manufac- 
turing Company, received life member- 
ship card in 210 Associates from Fred 
Bloom, executive vice-president of "210." 


served to exhibitors and retailers on 
the Monday and Tuesday of the 
show. On Monday 623 attended; on 
Tuesday, 819. 

Stylewise there was little news of 
interest to report at the show. Just 
about everything on display could 
have been picked up from last 
spring’s showings and put on the 
current shelves. Fashion news was 
not shattering; the extended needle 
toe has disappeared but the tapered, 
or pointed, or modified version is 
still strong and might almost be 
classed as a fashion fixture. 

Some reps made an attempt at a 
revival of round toes but did not 
meet with overwhelming enthusiasm. 

Opened-up shoes were in abun- 
dance and enjoyed quite a bit of 
buying. Not that they have ever 


completely disappeared from this 
area, but sling pumps, open heels, 
open toes, and a general “naked” 
look appeared to be the direction of 
the next swing. 

Wedgies were back with a bang. 
This shoe also has never disappeared 
from local shelves. But several man- 
ufacturers showed up with complete 
lines, from casuals all the way up to 
evening pumps. 

The most noted departure in chil- 
dren’s shoes here was the appear- 
ance of textured leathers. Styling 
remains unchanged but the new 
perfs and textures promise some- 
thing different. 

The over-all color picture, espe- 
cially for women, was just about 
the same as last year; perhaps a 
little more warmth in the pastel 
shades, but bone is back and so are 
soft blue, bright red, and pastel 
shades of pink and orange. Decora- 
tion is somewhat more elaborate and 
fanciful than last year. 


George L. Smith Dies; 


President of Kinney 


NEW YORK—George L. Smith, 
55, president and a director of G. R. 
Kinney Corporation, died of a heart 
attack November 14 at Rhinebeck, 
mM. XZ. 

Mr. Smith was 
also vice-president 
and director of 
five Kinney sub- 
sidiaries: the 
Bedford and 
Goodyear Shoe 
Companies of Car- 
lisle, Pa.; John- 
son-Baillie Shoe 
Company, Millers- 
burg, Pa.; Landis 
Shoe Company, 
Palmyra, Pa., and Perry-Norvell 
Shoe Company, Huntington, W. Va. 
In addition he was president of the 
Kinney Foundation, a philanthropic 
organization aiding needy employ- 
ees and charitable institutions. 

G. R. Kinney, which Mr. Smith 
joined in 1930, today operates al- 
most 500 popular price chain stores. 
He had been president since 1935. 

Mr. Smith was a director of the 
National Association of Shoe Chain 
Stores. 

Surviving are his widow, Aida, 
and two brothers, John and Harry. 


GEORGE L. SMITH 
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Sarmaus dark auth hantltomo 


RIARWOOD 
BROW™ 


“The Golden Sixties,” they’re calling the full-of-promise 
decade just ahead. And unless the economists and 
Statisticians are way off base it is going to be an es- 
pecially pleasant and profitable decade for Jarman 
dealers. The young man’s market to which Jarman 
makes particular appeal is mushrooming. The number 
of men of all ages who are strongly interested in fashion 
is likewise growing rapidly. In a day of inflation and 
high taxes men are increasingly value-conscious, too 
... and Jarman offers them modern good looks, easy 
comfort and long wear at more-for-the-money prices. 
To help dealers get the 60s off to a rousing start, Jarman 
has some outstanding spring promotions, such as the 
dark and handsome new “Briarwood Brown.” This 
versatile color, as our ad in True will say, “goes hand- 
somely with men’s clothing in most all shades of 


This illustration will appearina full-page full-coloradr 


Another powerful promotion to bring 
Jarman dealers extra sales in 1960... 


brown, blue or grey.” 

There you have the epitome of Jarman’s success: style 
leadership (promotable new patterns, leathers and 
colors each season) plus national advertising which is 
the industry’s most effective in pre-selling shoes and 
building a reputation. 

Jarman dealers everywhere are going to make extra 
sales with the great spring 1960 proposition. Want 
to join the fun? Write today to: 

JARMAN SHOE COMPANY «+ NASHVILLE, TENNESSEE 
A GENESCO DIVISION 


SHOES FOR MEN 


To retail at $10.95 to $19.95 most styles 





THE QUALITY LEATHER 


HALL 


J 


the leather with a glow 


...dn white and summer pastels 
...dn black and fall colors 


LEATHER CO. GIRARD, OHIO 








SS (_sLETTLE YANKEES RATED BETTER 


4 ‘ae — THAN [2 OTHER BRANDS OF CHILDREN'S 
4 raid Boo TESTED BY CONSUMER MAGAZINE 
_ “Yer LES¢ EXPENSIVE THAN MOST ! 











\ 
iF K I t test of child h lit ll 
S ee n a recent test of children’s shoe quality — actually 
sels checked for fit and wear on the feet of a representative 


FPSA, Some ~, group of children — a leading consumer magazine 

Marbridge, B'ld’g. rated Little Yankees better than 12 other brands — 
yet they actually cost less than most other brands 
tested! What a sales story to tell your customers! 


LEATHER 
| \ INNERSOLES 
“a => 


COMPLETELY 
LINED 


FORM-FIT 
i Teleler-1 1) 
VAMP 


REINFORCED 
TIP 


FULLY 
REINFORCED 
BACK 


GOODYEAR 
Al [em cele} | 
HEELS 


Bet GOODYEAR 
WELT 
CONSTRUCTION 


Little Yankeows 


Creatively Designed with fast in-stock service by SAM SMITH SHOE CORP., Newmarket, N, H. 


Write to have a representative call 
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Ditlk hue 
DAWHIDE 


IMPREGNATED FABRIC 


LACES 


DAWHIDE is braided from Supima mer- 
cerized yarn—the finest obtainable, and treated 
under pressure with choice waxes and special 
ingredients to produce dress-shoe laces of great 
tensile strength and durability. There are no 
better shoe laces than DRESS-SHOE DAW- 
HIDE LACES. They are a natural choice for 
fine footwear. 

DAWHIDE dress-shoe laces are obtainable 
round or flat, in black and several shades of 
brown, in bulk and various put-ups. Check our 
prices for the best . . . they cost so little. 


THOMAS TAYLOR & SONS 
COPR. 1959 THOMAS TAYLOR & SONS HUDSON, MASSACHUSETTS 
SEE US at the Allied Shoe Products and Style Exhibit, Room 542, New York Trade Show Blidg., December 15th-18th 
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, mnstant shoe profits 


sae Por CO 
sell barefoot comfort! 


Customers today demand comfort...and get it in shoes cushioned with 
U.S. Kem-Blo sponge rubber insoles. Manufacturers and retailers alike have 
learned Kem-Blo brings repeat sales because it lightens every step from first 


to last...never mats, packs, or shreds. And you can use scientifically 


designed Kem-Blo in just about every type of footwear made. Get the full lucE lo 
story. Write for information and test-size samples to: United States Rubber, A 


Mel 
U.S. Kem-Blo Sponge Dept., 361 Church Street, Naugatuck, Connecticut. 


US United States Rubber 
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You're all wet...if you don’t stock 
RANGER waterproof work shoes! 








OpOu 


re) O-.O 


No. 1188 








They won’t leak, yet are cool on the feet! Sylflex- 
tanned fine upper leather lets heat and perspiration 
out ... won’t let water in. Uppers, sole and heel are 
vulcanized together to make them completely water- 
proof. And note these features: 


¥ Permacounter heel supports—won’t break down 
¥ Leather laces 
¥ Complete range of sizes and widths 


¥ Priced to give youa full mark-up 


Nationally Advertised in 
True « Argosy * Popular Mechanics + American Legion * 


Progressive Farmer * Farm Journal + Successful Farming 


For complete information write: 


ENDICOTT : JOHNSON 


ENDICOTT 1, N. Y. 
THE FAMOUS FAMILY NAME IN SHOES 


y /" HEAVY pury SHOES | 
4% VU Y VM i 
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by JOHN REILLY 


Editorial 





An Element of Reason 


|HE figures in the Department of Commerce Ad- 

vance Report on Retail Sales for October provide 

a graphic demonstration of the resiliency of the 
American economy. The most serious strike in the history 
in the country did not prevent retail stores from chalking 
up a record $19 billion in sales for the month. Despite 
the fact that 500,000 were jobless in steel, and another 
500,000 were without paychecks in industries affected by 
the stoppage, retail sales were up about three per cent 
over September and were about eight per cent ahead of 
October 1958. 


A Creditable Showing 


The Department of Commerce attributed this increase 
tu the strong acceptance given by the public to the 1960 
automobile models. But the apparel group, of which 
shoe stores are a part, made a very creditable showing. 
On a non-seasonally adjusted basis, apparel stores showed 
a gain of some $80 million over September for a total 
of $1.2 billion. This figure was $65 million higher than 
October °58. 

On a seasonally adjusted basis, apparel group sales 
for September showed an increase of one per cent over 
August and were seven per cent above September a year 
ago. Industry economists estimate that retail sales of 
shoes are running about six per cent ahead of last year. 
They estimate that there are between 20 and 30 million 
pairs excess in inventory over the normal pattern of 
demand at this time of the year. A brisk business in 
December would lower this inventory to relatively normal 
proportions. 

The resumption of steel production has already im- 
proved retail business in steel centers considerably. Steel 
workers have cash in their pockets for the first time since 
last July. The fear of a cold, jobless Christmas has been 
removed for at least a half million Americans. There are 
debts to be paid, but there are immediate needs to be 
taken care of as well. 

Shoe merchants in steel towns are speculating on how 
much of the workers’ available cash will find its way into 
their registers between now and the first of the year. 
Necessities will take precedence over the customary holi- 
day gift purchases. Clothing for the whole family will 
be at the top of a long list of delayed purchases. For the 
steel workers’ family this year, shoes will be practical 
and very acceptable gifts. 
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Even more important, however, is the effect that “back- 
to-work” will have on the morale of consumers generally. 
Strikes, particularly those of such long duration, have a 
demoralizing effect on millions of consumers who are not 
immediately affected by them. The uncertainties and 
doubts which they create in the minds of the more cau- 
tious consumers have been removed, at least for the 
present. As a result, Christmas business will be better 
for thousands of merchants. 

Welcome as this respite is to business at this time, the 
Supreme Court decision ordering the workers back to 
their jobs merely postpones the day of final reckoning. 
If the differences between steel labor and management 
have not been resolved by January 27, the strike will 
resume. Business will then be faced with all the problems 
which plagued it throughout the fall. These problems 
may be compounded, too, by strikes in a number of other 
industries. Union leaders will watch carefully develop- 
ments in steel labor and management relations, and how 
the public reacts to them, between now and the end of 
the injunction period. The course these relations take 
will determine union strategy on a broad front. 


A Solution May Come 


Much could be accomplished in the 58 days during 
which the injunction will remain in force. A solution to 
steel’s problem may come about with the help of the re- 
activated Presidential Inquiry Board. One may be 
prompted by the proposed National Conference of labor 
and management leaders. If both fail, Congressional 
action is inevitable. 

Steel workers are incensed at being forced to work by 
government order. But they must find considerable satis- 
faction in the fact that they are able to pay bills again and 
can afford to go to the store at holiday time. 

Steel makers’ profits will be down this year. Their 
determination to recapture their prerogatives to set man- 
agement policy remains strong. But profits cannot be 
foregone indefinitely and management realizes that a 
resumption of the strike would be costly, perhaps disas- 
trous. Both management and labor must recognize, too, 
that an agreement will have to be reached eventually. 

The battle has been long and bitter and the public, 
producers and consumers alike, have grown weary of it. 
Management and labor are both aware of this fact. Suf- 

(CONTINUED ON PAGE 58) 
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Voice of the [rade 


We thought we would inject a cus- 
tomer’s remarks into these columns, 
just to vary the direction. Possibly, 
we could dub it, “The customer 
speaks.” We would start with a fash- 
ion-minded customer who knows what 
she wants and buys readily. She says: 
“When shopping, I dislike too much 
attention . . . just as much as too 
little. I’ve found that in some shoe 
salons, the manager, in his earnest 
endeavor to please, often becomes 
over-solicitous without realizing it. 
Frankly, this embarrasses me. And in- 
variably, I’ll buy something I don’t 
want rather than walk out empty- 
handed. I hesitate to shop in a depart- 
ment such as this, even though I’d like 
to give them my patronage. 


“To me, this over-solicitous approach 
comes as close to alienating my feel- 
ings as the cool-to-distinterested atti- 
tude often found in other stores. 
“There surely is a happy medium. I 
prefer to be shown what I ask for. . . 
by an interested salesman. Then, to be 
left to choose, without the manager or 
salesman peering over my shoulder.” 


* * a 


AL LOPEZ, manager of the Gains- 
borough store on Lincoln Road in 
Miami Beach, Florida, says: “Cus- 
tomers who shop with us want and 
expect something different, original. 
They are women who want their shoes 
to have a custom-made look. Here, 
we design shoes just for them, to be 
made to their specifications, to match 
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an outfit, a fabric, a color. 

“We have customers from all over the 
world and a certain following that 
wait to shop with us once a year for 
their entire shoe wardrobe. Price is 
no object. Our customers get what 
they want.” 

As for returns, Mr. Lopez says: “We 
don’t have two pairs of shoes come 
back a year because of fit. Fit is no 
problem. There are people we couldn’t 
serve simply because of the type of 
foot. If a corrective shoe is needed 
rather than a novelty shoe, if there’s 
a doubt, we forego the business.” 


* * * 


“The big job of the independent re- 
tailer carrying children’s shoes in the 
months ahead will be to shop his re- 
sources more carefully than ever,” 
says ART KALKA, manager of Tosa 
Junior Shoes in Wauwatosa, Milwau- 
kee. “Specialty stores such as ours 
must have a wider range of price 
nowadays to meet competition from 
all sides. 

“The public has not resisted increases 
on children’s better footwear. They 
are not trying to save a dollar or two 
ou basic shoes. The only apparent 
decrease has been in the purchase of 
rubber, canvas and play shoes. Pros- 
pects for this coming spring are good. 
With Easter coming in later this year, 
we expect good selling.” 


* * * 


“Speculative buying in anticipation of 
price increases is the height of mad- 
ness,” says E. A. HOPPING, well- 
known Northern California women’s 
shoe retailer. “Retailers should buy 
to meet their needs and not because 
they think prices are going up. 

“We wouldn’t ever consider down- 
grading as a solution to the price 
problem. The public is smart and 
women, in particular, catch on fast. 
The shoe retailer who wants to stay in 
business can’t chisel and get away 
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with it, either on price or on quality. 
“By maintaining a quality reputation 
and by working every minute to ad- 
vance this reputation, we expect to 
sell more pairs and take in more 
money in 1960. We look forward to 
at least a ten per cent increase during 
the first half of next year.” 





“There are several reasons why mod- 
ern shopping centers offer a good 
medium for selling shoes, says 
WALTER F. HARRINGTON, man- 
ager of the suburban store of Health 
Footwear, Inc., in the new Meadow- 
brook Shopping Center of Warwick, 
R. I. “Parents and their children are 
relaxed. The atmosphere is informal. 
There isn’t the problem of dressing up 
and driving to town. Customers are in 
a more receptive mood. It is easier to 
fit them and the sale is expedited. 
“People in suburban areas are budget- 
conscious. Most of them are paying 
off new homes and the majority of 
them have several children. For this 
reason, we stock a lower price line 
here than we do in the downtown 
Providence store. Selling at about two 
dollars less per size range, this lower 
priced line meets the needs of these 
budget-minded people and helps to 
sell the second pair.” 


- * * 
“This fine industry of ours,” says 
DAVID DIBBELL, sales manager of 
the Shu-Lok Division of Talon, Inc., 
“is in continuing need of new, ac- 
ceptable ideas, not only to increase 
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per capita consumption but also to 
counteract the increasing inroads of 
foreign producers. 

“We believe in the importance of 
progress and change; and the neces- 
sity for new, attractive styles to catch 
the public’s fancy. People, admittedly, 
get tired of the ‘same old thing.’ Con- 
sequently, we are planning changes 
that will enable customers to develop 
new styling that the public will like 
and buy. We are having new style 
ideas developed for us by famous 
designers and these will be offered to 
the industry, for the common good, 
on the theory that what helps the in- 
dustry also helps us.” 

* a a 
To send the shoes to the customer 
. or to call first . . . that is the 
CECIL PERRIN, manager 
of the women’s shoe salon at Riff’ 
in Lake Charles, Louisiana, has tricd 


question. 


both ways and believes: “It is far 
better to call first. This gives the cus- 
tomer a chance to think about new, 
seasonable shoes and to check her 
wardrobe to see what she needs. She 
will then either give you the O.K. to 
send out a selection or will come into 
the department to make her own. 
“If, on the other hand, you send the 
shoes without alerting the customer, 
she is apt to be less responsive. The 
shoes may arrive at an inconvenient 
time. She may not be in the mood. 
Most important, you risk irritating 
her and possibly losing her patronage 
completely. 
“Catt first. Tell her that some new 
shoes have come in and you would 
like her to see them. She will be 
pleased that you thought of her and 
will, in the majority of cases, return 
the compliment by calling back or 
visiting your store first when she’s 
ready to make her selection.” 

* x” * 
VIRGINIA WADDEL, manager of 
Bomar’s department in Muse’s Depart- 
ment Store in Atlanta, says: “There 
are still lots of calls for round toes in 
women’s styles, especially from the 
middle-aged women who patronize the 
better stores. I guess we'll have them 
from now on. The calls are coming 
from those who have made up their 
minds that they don’t want the pointed 


” 
. 


Profile.... 


by ESTELLE G. ANDERSON 





WARREN LANE 


66 HE shoe industry . . . what better craft can be? Ancient, honor- 
able, independent, free.” That’s the credo set forth by the Poet 
Devlin, years ago. It has been fostered and maintained by 
dedicated men ever since. 

One such man is Warren Lane. He subscribes to the more modern 
version: “The shoe industry is not a business. It’s a way of life, a great 
way of life,” says he. “And I love to see young people go into it. I think 
it is the responsibility of the industry to train these young people. I enjoy 
talking with the young men, giving them the benefit of my experience in 
the shoe industry. Pointing up some of the basic fundamentals on how to 
cope with the every-day problems and eventually molding them into good 
shoe men. That’s a contribution worth making.” 

Warren Lane speaks with the conviction and authority derived from 
twenty-eight years in the industry. “And it has been good to me,” he says. 

He grew up in the shoe fraternity. As a student, he used to spend his 
summer vacations working as a stock boy at Lane Brothers, shoe whole- 
salers in Boston. This company was founded in 1908 by Warren’s father, 
George Lane, and an uncle, E. C. Lane. However, the senior Lane didn’t 
hold with the idea of making things too easy for the boys. He told Warren 
and his brother that if they wanted a career in any business, they should 
go out and get it for themselves. 

Warren Lane did just that. As soon as he graduated from the Wharton 
School of Business at the University of Pennsylvania, in 1932, he started 
out on his shoe career. He worked in the retail division of the Regal Shoe 
Company in New York, in a managerial capacity. He opened up their first 
leased department and it proved highly successful. Subsequently, he added 
to his retailing education and experience with various retailing assignments 
in New York . . . among them, Florsheim and Frank Brothers. 

That accounts for 1932 to 1940, when he went on the road for the 
Stetson Shoe Company. He traveled Pennsylvania, Ohio, Indiana, Michigan. 
Later, he was made sales manager. With the exception of two brief periods, 

(CONTINUED ON PAGE 50) 
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Lightstep Bl 


In step with the prevailing casual comfort theme for spring is 
this low-cut, flexible “Lightstep” three eyelet raglan blucher in black 
Amano Grain leather. Foot ease is assured by the heel-and-toe 
cushion sole while a new box toe and counter maintain superior 
shape and stability. Style notes include piping on the top line, lace 
stay and moccasin front overlay, and matching round waxed laces. 
The high, rounded tongue seen with medium edges typifies the 
current blending of Continental and American styling features. 
Available in brown is this style-right shoe by Fortune Shoe Co. 





Softer Leathers Keynote of 


Coming Styles for 


Once again tanners are anticipating a fash- 
ion need. Fall lines include many softened 
yet firm leathers to meet the growing de- 
mand for softer shoes. 


SMOOTH LEATHERS: Fashion and volume leath- 
ers in calf, kid, sides and kips. 

Supple smooth and aniline calf, kid and sides will 
be very important. So will fine patterned anilines, 
“shadow” boardings and boxings, all in leathers 
that smooth out in lasting. There are very shiny, 
demi-lustered, matte and waxy calfskins and kips 
and soft glove tannages. Special luster and patent 
finishes have been tanned in metallic and dark 
tones for combinations. Both lined and unlined 
weights are being made in these leathers. 


NEW LEATHER IDEAS for Fall and Winter 1960. 
Return of two-color and/or two-texture leather 
combinations. 

Fanfare for suedes and fine nappy leathers. 
Return of leather grains in soft melting textures. 
Fabulous flocked and gold-tooled leathers for 
evening. 

Suede in white and pale champagne colors for 
evening. 

Unlined weights in all tannages outstanding. 





Continuing Trends.... 


the Golden Sixties 


@ SUEDED LEATHERS: Triumphal return of suede 
and napped leathers in kid, calf, side and pig. 
All the sueded leathers have come back to fashion 
prominence on a wave of soft treatments in shoe 
styles, including unlined, elasticized and _ elastic- 
laced types. There are fine suedes on kid and calf, 
antelope finishes and finger print suede with 
satin-y glow for women’s evening and dinner shoes. 
White suede will have a new look for evening. All 
versions of brushed and “turf” plushy suedes on 
calf, kid, sides, splits, kips and pigskins will con- 
tinue to be important in women’s daylong shoes, 
in girls’ and, occasionally, men’s and boys’ shoes. 
“Dirty buck” for children is decreasing slightly. 
Soft glovey brushed leathers will be in demand for 
indoor and outdoor boots and soft slippers. 


@ TEXTURED LEATHERS: Return of old favorites. 
Finely grained, creased and shrunken calf, kip and 
sides are coming back in the fashion picture. So 
are reptiles of all types. There will be deeply in- 
dented dimensionals; four-way and _ eight-way 
boardings; “seeded” textures on kid and calf in 
rich fall colors, often pearlized. Luster lizards and 
snakes will be made in jet and gem colors. 


@ COLOR TRENDS for Fall and Winter 1960. 
All the autumnal browns, light to dark, are increas- 
(CONTINUED ON PAGE 55) 














Soit Outside 


Favored fabrics and upper materials in new 
fall collections look and feel soft; achieve new 
fashion emphasis through closer relation to 
newest costume textures. Fabrics notable 


alone or with leather. 


SILKS AND SILK BLENDS in forefront for day 
and evening shoes. There are brocade and jac- 
quard weaves, silk tweeds and hopsack blends in 
black, of course, but newest in dark teak brown 
or new smoky browns. Slipper fabrics include 
flannels, fleeces and sleek satins and a whole new 
range of small patterned cotton and nylon blends. 
Nylon velvets continue for girls’ shoes, new in fall 
colors. Opulance is expressed in fine cut velvets, 
re-embroidered lace or brocade, gold-shot lamé for 
evening shoes; diamant silks and satins and lavish 
rhinestone trimmings for gala slippers. 

Satin is expected to do a volume business. There 
is a growing interest in prints. Vinyl plastic will 
continue. 


FABRICS for New Elegance in Fall Shoes. 


TRENDS: Longer points, oval and squared toes 
on high and low heels, new ridged and _ bevel 
shapes. For girls, longer square toes and rounder 
toes revived. 
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Softer Inside 


Inside hidden parts play more important 
roles than ever in the new fall promotion 
of softer shoes for men, women, children. 


@ INNERSOLES, special socklinings, soft non- 
wovens and laminates for stiffeners and interlin- 
ings, new softer toe boxes and counters, and very 
special new cushionings contribute their bit in 
making shoes softer, more flexible, yet strong and 
capable of supporting the feet in action and repose. 


TRIMMING DETAILS are fewer, but more im- 
portant than ever: much stitching, piping and bind- 
ing; buttons, braids and bows; restrained use of 
inbuilt decoration. Hardware buckles are for decor 
or utility; fashion buckles for beauty only. 


CLASSIC LEATHER SOLINGS look new in dark 
stainings of red, green, brown. All the new type 
nuclear, foam, rubber and vinyl solings continue 
volume. Linings of kid, cabretta, sheep are in new 
colors and sparkle patterns. Kid linings match 
uppers exactly for prestige shoes; satin, printed 
cottons and faille for slipper linings. 


INSIDE PARTS and Soles for Softness. 


TRENDS: Squared and ridged lasts for men’s and 
boys’ casuals, new bevels and longer modified nar- 
row toes for town wear slipons and oxfords. 
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Magazine Survey 


Reveals Men’s Shoe ‘Trends 


Market research questionnaire to men’s shoe manufacturers yields 
data on style, color, closures, upper materials, inventories and prices. 


EN’s shoe manufacturers are 

looking forward to a pros- 

perous spring 1960 season. 
Specifically 87 per cent of the men’s 
shoe industry expect higher sales for 
spring 1960 compared to spring 1959. 
Only 2 per cent expect a decline; 11 
per cent no change in their sales 
volume. It should be pointed out that 
a resumption of the already record- 
length steel strike could seriously af- 
fect these industry sales forecasts. 

This data as well as information on 
styles, color, upper materials, trends 
in closures and stock inventories are 
provided in a just completed survey 
by the Esquire Market Research De- 
partment. 

Before conducting the survey a let- 
ter was sent to nearly all the men’s 
shoe manufacturers in the nation ask- 
ing them to submit questions they 
would like their fellow manufacturers 
to answer. These questions, together 
with others from the National Shoe 
Manufacturers Association, account 
for a major portion of the survey 
questionnaire. 

By the cut-off date for the survey 
55 per cent of the men’s shoe manu- 
facturers receiving the original ques- 
tionnaire had responded. More im- 
portant, almost all firms with a $100,- 
000,000 sales volume or better partic- 
ipated in the survey. 


Styles 
The trend that has developed in re- 
cent years to reduce the portion of 
staple shoes is continuing in the men’s 
shoe industry. Manufacturers report 
that 54 per cent of their production 
in the last 12 months represented 





Mr. Newman, M.B.A., New York Univer- 


sity Graduate School of Business, is Re- 


search Director of Esquire Magazine. 
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staples; since Easter staples have ac- 
counted for just over half the output 
or 51 per cent. As for new numbers 
they currently represent 37 per cent 
of the industry volume. 

How do the sales of these new num- 
bers break down? The survey findings 
reveal that moccasin type dress shoes 
are the most popular of the new styles; 
slipons are a close second. 


New Numbers Sold Since Easter 
35.5% 
32.7 


Moccasin type dress shoe. 
Slipons 
Chukka - 
other boot types 
Other light weight (not 
covered above) 


Boots - 


12.7 


8.0 
11.1 
100.0% 

And what does the industry think 
will be the future popularity of slip- 
ons both dress type and casuals? 


Other styles 


There is a wide agreement (85 per 
cent) that slipons of the casual type 
will continue to gain and lesser agree- 
ment (61 per cent) that slipons of the 
dress type will increase. 


As for square toe shoes, they have 
not played much of a role in new 
men’s shoe sales. And the consensus 
is that square toe shoes will play an 
even less significant role in the future. 

In the last 12 months standard shell 
cordovan (oxford style) shoes made 
an impressive showing. Nearly half of 
the men’s industry reported gains and 
nearly half said sales were equal to 
the previous year’s figure. Hardly 
anyone reported a decrease in stand- 
ard shell cordovan volume. 


Color 

As you know, the men’s shoe in- 
dustry has been promoting the color 
theme of brown and black (B&B). 
This color has apparently proved to 
be a winner saleswise, for the industry 
reports that 8 per cent of last spring’s 
volume was in this color. And they 
expect it to account for 14 per cent 
of the total by spring of 1960. 

Virtually the entire gain is antici- 
pated at the expense of black. Never- 
theless black will maintain its usual 
two to one ratio over brown as the 
number one color in men’s shoes. 


Trend in Closures 

There appear to be two important 
trends in closures. First and most im- 
portant is the fact that virtually all 
manufacturers mentioned the strength 
of three or four eyelet shoes. 

The other trend: a slight but defi- 
nite increase in buckle usage. While 
this is true on an industrywise basis, 
some individual manufacturers report 
they find little or no demand for 
buckles. 


Upper Materials 
Although brushed or buck leather 
type upper materials can look forward 
(CONTINUED ON PAGE 55) 
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REAL test! 


The test of time . . . the test of use . . . these are the toughest 
and truest tests of any product. And, in nearly 3 years, over 
50,000,000 pairs of shoes — used and abused just about every- 
where, in every kind of weather, on every kind of surface a 
woman can walk on — have proven positively that there is just 
no other toplift material that wears nearly as well, no better 
insurance against thin heel breakage than Perma-Top! Compet- 
itively priced — available through your regular heel source. 

See Perma-Top at the Allied Products Show, Booth 14 


<A 


The combination dowel and lift unit developed by Perma-Top 
to protect plastic heels against breakage AND provide 
a toplift that's guaranteed never to wear out. 


ESSEX PRODUCTS, INC., 42 DUNCAN STREET, HAVERHILL, MASSACHUSETTS 
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TANNER’S COUNCIL OF AMERICA, INC. 
26th Semi-Annual 
Showing of American Leathers 
Statler-Hilton=December I7th and 18th. 1959 


A Timely Moment 


HE forthcoming Leather Show, December 17th 

and 18th at the Statler-Hilton Hotel in New York, 

may well prove to be one of the most dramatic 
trade events in many years. During the past few months, 
a sharp adjustment occurred, a reaction to the extraordi- 
nary upsurge in markets and volume witnessed during 
the past spring. The short-term cycle of activity in 
leather and shoes always seems to run to extremes. 
Throughout the trade the conviction is currently grow- 
ing that the adjustment of recent months has over-shot 
the mark and that a reversal is in prospect. Such a change 
may well be signalled by the Leather Show. 

For months trade planning and ordering have been 
delayed and postponed. Caution has dominated the 
scene in the leather and shoe industries. Almost every- 
where inventories have been drawn down and commit- 
ments restricted in the universal desire to minimize risks. 
Hand-to-mouth buying has been the rule all along the 
line. This unusual restraint and caution have prevailed 
in the face of high level consumer demand for shoes. 
Arithmetic, however, has become a spur to merchandis- 
ing reality. Retail sales of shoes at a rate well above 600 
million pairs annually must require commensurate pro- 
duction and an expanded flow of material through the 
pipelines. 

Mounting expectation that the recent excessive swing 
to caution must be corrected has focussed trade attention 


on the forthcoming Leather Show. Substantial market 
changes have contributed to greater assurance in values. 
Any lingering doubts due to questions on consumer re- 
sponse to new price levels have been ended. The existing 
structure of costs and prices provides a solid base of 
great economic value. Merchandising programs can once 
again be directed to stressing the tremendous purchasing 
power of the consumer’s dollar in leather footwear. 

The December 17th and 18th Leather Show marks a 
new departure in timing for the shoe and accessory indus- 
tries. Almost two months additional lead time will be 
given these industries by the new dates of the Show. 
Seasonal preparation can be more complete and careful 
than ever before. The largest number of exhibitors ever 
to take part in the Leather Shows will be exhibiting foot- 
wear leathers for fall and winter 1960 at the Statler- 
Hilton. The newly enlarged ballroom and exhibition area 
of the hotel will enable the record number of exhibitors 
to accommodate their customers and interested retailers. 
Manufacturers will find it possible to canvass the full 
range of upper and accessory leathers at an early date and 
thereby develop their lines for maximum merchandising 
and promotional impact. It is noteworthy that in pre- 
senting new seasonal developments at such an early date 
the U. S. tanners will set the pace for all consumers’ 
goods industries. 

(CONTINUED ON PAGE 64) 





OFFICERS 


PRESIDENT EXECUTIVE 
H. K. DUGDALE VICE-PRESIDENT 
e IRVING R. GLASS 


TREASURER SECRETARY 
—. G. SMITH LEIF C. KRONEN 


Company 


Allied Kid Company 
Brezner Division 
Standard Division . 
McNeely Division 
Sterling Division . 

EXHIBIT COMMITTEE New Castle Division 

S. B. FOOT, S. B. Foot Tanning Co. 

D. N. GUTMANN, Gutmann & Co., Inc. 

MILTON HUBSCHMAN, E. Hubschman & 


Sons 
FRANK R. LEMP, Armour Leather Co. 
JOSEPH W. MAC PHERSON, John R. Evans 


& Co. 
STUART A. SPAULDING, A. C. Lawrence 
Leather Co. 
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LIST OF EXHIBITORS 


Acme Leather Co., Inc. 


Amalgamated Leather Co.s, Inc. ....... 
Amdur Leather Co., Inc. .... ree 
William Amer Company .............. 
American Belly Tanning Corp. ......... 
American Kid Company, Inc. .... 
Armour Leather Company 


Peter Baran & Sons, Inc. .............. 
Barrett & Company, Inc. ..........-.- 
Beadenkopf Leather Co. .............. 


Beggs & Cobb, Inc. 

Benz Kid Co. 

Besse, Osborn & Odell, Inc. 
Braude Bros. Tanning Corp. 
W. D. Byron & Sons, Inc. 


Carr Leather Co. Bee 
Chilewich Sons & Company 

(Leather's Best Division) 
Colonial Tanning Co., Inc. ........... 61-72 
Continental Tanners, Inc. 117 
Crestbrand Leather Co. a 67 
Cromwell Leather Co., Inc. ............ 63 


John E. Daniels Leather Co., Inc. 
(Jedco Leathers Division) 
Donnell & Mudge, Inc. . ; 
F. C. Donovan, Inc. 
Dreher Leather Mfg. Corp. 
(CONTINUED ON 
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The Shoe Saloon covers 7500 sq. feet. Shoes are marked at odd prices 
from 99 cents to $16.99. Alert stock girls replace the forward stock. 


The shoe department of the Country Store was named and promoted as 
The Shoe Saloon. It displays 17,000 pairs and carries a reserve stock of 


28,000. The entire store is cash and self service only. 


larged to include space for non-sur- 
plus items that were in demand. They 
also were sold at close markups and 
at what the customers considered 
“bargain” prices. 

When the shoe department was con- 
verted to a family type operation, it 
was named and promoted as The Shoe 
Saloon. This caused customer com- 
ment and gave the department a dis- 
tinction apart from the other depart- 
ments. 

As the business continued to pros- 
per, The Country Store was enlarged 
several times and new lines were 
added. Today it has a total of 50,000 
square feet. It is air-cooled and all 
departments are on the street level. It 
occupies three acres and has free 
parking space for 500 cars. 

Messinger also owns or controls 
about 20 additional acres, which will 
take care of expansion for the years 

(CONTINUED ON PAGE 58) 


There are 18 comfortable chairs 
throughout the department for 
customers’ try-ons. 
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/ THE PERFECT LEATHER 
/ FOR BOOTMAKER SHOES... 
‘ WITH A MIRROR-LIKE FINISH 
AND THAT LOOK-INTO LOOK! 


ARMOUR LEATHER COMPANY 


DIVISION OF ARMOUR AND COMPANY 
TANNERS WITH THE FORWARD LOOK 


SHEBOYGAN, WISCONSIN 
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Allied Show Feature 


of “Shoe Resources Market” 


Show will open in New York on Tuesday, December 15, at the 
same time as the Leather, Fabrics and Importers Council Shows. 


HE Allied Shoe Products Show, now with dates 
advanced two months earlier to provide much- 
needed additional lead time for the shoe industry 


in preparing fall, 1960, lines, will be held at the New York 
Trade Show Building, December 15-18. 


Advanced Timing 


The Allied Show will be part of the newly situated 
“Shoe Resources Market” composed of the Allied Show, 
the Leather Show, the Shoe Fabrics Show, and the 
Leather Importers Council. All four of these major in- 
dustry shows, occurring during the December 15-18 pe- 
riod in New York, have advanced their dates by two 
months. The advanced timing, plus a coordinated pro- 
gram, now gives the shoe industry an all-encompassing 
resources market for all materials and supplies essential 
to the planning and styling of fall, 1960, lines. 

The nearly 200 exhibitors at the Allied Show are an- 
ticipating a full-house attendance from all over the U. S. 
and Canada. With a new production record of 333 mil- 
lion pairs estimated for the first six months of 1960, and 
expected to carry through strongly for the last six months, 
manufacturers, buyers and stylemen are expected to make 
the most of the additional lead time now provided to 
prepare their fall, 1960, lines. 


A Fast-rising Trend 


Another important factor certain to spur attendance 
and buying interest at the Allied Show is the fast-rising 
trend toward earlier introduction of seasonal lines. Fall, 
1960, lines will be made up and “put on the road” sev- 
eral weeks earlier this year. The earlier timing of the 
Allied Show and Shoe Resources Market has adjusted 
ideally to these new industry conditions. 

A vast span and variety of materials and supplies, 
numbering over 1,500 new items, will be shown at the 
upcoming Allied Show. These embrace every facet of 
production, from styling to constructions. At the Allied 
Show will be exhibits of new leathers, fabrics and coated 
fabrics for shoe uppers on fall footwear. Styling items 
such as ornaments, trimmings and other decorative fea- 
tures will also be prominent. Basic components such as 
insoles, counters, welting, linings, solings, heels, lasts, 
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etc., will integrate styling and construction features. New 
shoe machinery and mechanical devices have become an 
important part of the Allied Show. 

An attendance of nearly 4,000, including the top 2,000 
resource buyers in the nation, is expected. The Allied 
Show, unique among industry shows, makes publicly 
available its buyer registration list, whose names consis- 
tently include the “Who’s Who” among shoe industry 
buyers. 


Style Guide Reports 

All registrants will again receive the popular “Working 
Style Guide” booklet and directory. The booklet will 
present authoritative “style guide” reports prepared by 
the Allied Show’s special Advisory Committees on lasts, 
heels, solings, fabrics, coated fabrics, ornaments, trim- 
mings, goring, and basic components. 

These reports, applied specifically to fall, 1960, foot- 
wear, are highly informative, authentic and reliable, and 
have become a popular service feature of the Allied Show. 

States Jerome Schlakman, general chairman of the 
Allied Show, and advertising and promotion director of 
American Biltrite Rubber Co., “The industry’s Shoe 
Resources Market, of which the Allied Show is a major 
part, has added a new service dimension to the industry. 
Approximately half of the shoe manufacturing industry's 
expenditures go to materials and supplies—a total of 
about $1 billions yearly. This in itself indicates the vast 
scope and importance of the Shoe Resources Market. 


Service Leadership 


“The new timing, plus the coordination of four major 
shows in terms of location and programming, represents 
the kind of service leadership the industry has long 
needed and wanted. The nearly 200 exhibitors at the 
Allied Show, conscious of the strong trend toward earlier 
seasonal timing of style detailing, production and intro- 
duction of new lines, have stepped up their own schedules 
to introduce a wide array of new items for fall, 1960, 
lines. These new conditions are expected to stimulate 
peak attendance and buyer interest in the forthcoming 
Allied Show and Shoe Resources Market in New York, 
December 15-18.” 





Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 12) 


® One out of every 10 families 
takes in more than $10,000 a year. 

© Forty per cent of all families 
have incomes between $5,000 and 
$10,000. 

© Twenty-five 


per cent of all 


families earn less than $3,000 a year. 
© The other 25 per cent take in 
from $3,000 to $5,000 a year. 
For additional facts, send 10 cents 
to the Census Bureau, Washington 


25, D. C., and ask for a copy of 
Population Report P-60, No. 32. 

Endicott Johnson expansion 
plans spell trouble for small mer- 
chants, according to the Senate 
Small Business Committee. “More 
competition for small shoe retailers 
indicated by Endicott Johnson de- 
cision to expand the number of its 
company-owned retail stores be- 
yond the present 600 outlets,” the 
Committee predicts in its weekly 
(Nov. 7) newsletter. 

The Committee notes that Endi- 
cott Johnson manufactures and dis- 





HA 


SHOES LOOK NEW LONGER 


SHOES GRADE UP IN QUALITY 


DISCRIMINATING BUYERS PREFER 


Hamel Kid, Sheep and Lambskin Linings 


* ON DISPLAY BOOTH 45 


L. #4. 


World’s Largest Tanners of Leather Linings 


SALES AGENTS . . . John T. Quinn, Rochester, N. Y.; John Leavitt & Co., St. Louis, Mo.; 

John G. Freeman Co., Milwaukee, Wisc.; Carson A. Stiles & Co., Ambler, Pa.; William 

G. Blain, Philalelphia, Pa.; Norman Nelson, St. Paul, Minn.; Thos. E. Newman Leather 
Ceo., Cincinnati, Ohio; Nelson-Roney Co., Los Angeles, Cal. 
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LEATHER LININGS 


Kid © Sheep * Lamb 


with Hamel Leather Linings 


with Homel Leather Linings 


Statler-Hilten, N. Y. Leather 


Show, Dec. 17-18, 1959 


HAMEL LEATHER CO. 
Haverhill, Mass. 





tributes. It markets through (1) 
its own stores; (2) at wholesale 
to independent retailers, and (38) 
through jobbers to chain stores. 
The Committee doesn’t say it 
plans to investigate any expansion 
plans in the shoe industry at this 
time. If any such plans are in the 
works, the Committee is keeping 


silent. 5 


Money is to become still costlier 
in the months ahead. Although in- 
terest rates are already at record 
levels, the government’s key money- 
men say the peak has not been 
reached. A further tightening of 
the money supply and of interest 
rates lies ahead. 

Some experts predict unofficially 
that the interest rates on govern- 
ment bills and notes will hit 6 per 
cent in the weeks ahead. 

There are several factors con- 
tributing to the further stiffening 
of rates and money supply: Demand 
for loans continues strong and un- 
abated; the U.S. Treasury is adding 
to the tightening-up by its money- 
raising problems; and the monetary 
restraints imposed by the Federal 
Reserve System are biting in. 

In recent months, the demand for 
money has simply outrun the sup- 
ply. Consumer spending, coupled 
with big government spending, has 
placed a severe strain on the avail- 
able supply of money. Spending by 
“government” has increased at all 
levels—federal, state, and local. 

Despite the crippling effects of 
the steel strike, most of the nation’s 
wage earners are optimistic. A 
large proportion of the U.S. popu- 
lation is cheerfully going about 
arranging new credit for purchase 
of homes, automobiles, and house- 
hold goods. 

When the cost of money finally 
becomes too dear, the steam in the 
boom will begin to fizzle. Interest 
rates are, after all, set by the law 
of supply and demand. When the 
cost of borrowing money becomes 
too high to draw customers, the in- 
terest rates will begin to soften. 

* 

Merchants in the nation’s capital 
no longer are the unwilling col- 
lectors of debts run up by their 
employes. 

A new garnishment law for the 
District of Columbia, a success in 
its first year of operation, bars 

(CONTINUED ON PAGE 50) 
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The Feet Nobody Wants 


Hazel Gee, children’s buyer for L. S. Ayres & Co., 
Indianapolis, is in charge of the largest orthopedic 
department in the Middle West. There are 22,000 
prescriptions on file and 2,000 are added each year. 


HAZEL GEE 
HIRTY Hazel Gee 


read the poem above in a news- 
paper. has 
served as her motto. And in no finer 


years ago 


Ever since it 
way has she been able to apply it 
than in her sympathetic and patient 
but competent way of fitting children 
in need of orthopedic shoes. 

As buyer of children’s shoes for 
L. S. Ayres & Co., Indianapolis, Miss 
Gee has certainly proved to be a 


And she works 


for a large department store with a 


woman with a heart. 


heart as big as it is.. Management 
provides over $50,000 worth of ortho- 
pedic stock upon which Miss Gee may 


A father’s loving hands carved these lasts of balsa wood .. . in 
the hope that his son could have a pair of shoes. From these, 
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by GERALDINE EPP 


“I count that day a happy one 


A day that’s been worthwhile 
If I through kindly thought or deed 
Have caused one child to smile.” 


draw to fill doctor’s prescriptions. 
And in these days when merchants 
are seeking to match last year’s fig- 
and 
portant word, this is certainly a mag- 


ures, “turnover” is the all-im- 
nanimous program. 

To fit a little girl in her first pair 
of party pumps... 
boy strut in a pair of shoes like 
daddy’s . 
But 


customers, her heart is drawn to the 


to watch a small 


. . this is fun, says Miss Gee. 


much as she loves her normal 


unfortunates. “Please believe me,” 
she told the RecorpErR: “I 
fit the feet nobody else wants.” 


want to 
Some 
people, she feels are in the ortho- 
pedic field because they can get an 
extra dollar or so per pair. Others 
shy it takes 
time. Others because they are lack- 


away from it because 
ing in either patience or confidence. 


“Our saleswomen,” she emphasized, 


I. Sabel of Philadelphia made a pair of shoes .. . 
eyes, but absolutely beautiful to not only Frankie, but Hazel Gee. 


Author unknown 


“would feel badly if they could not 
help those less fortunate, and they 
find no fitting too difficult.” 

But difficult many of them truly 
are . . . and the most pathetic cases 
find sanctuary in Miss Gee’s office. 
Here parents have poured out their 
hearts to this shoe woman executive, 
and many tears have been shed. “TI 
always pray I can say the right words 
to comfort the parents of the new- 
born with a club-foot . . . the mother 
who has just learned her child has 
. the child that is an epi- 
the parents of a handsome 


rickets . . 
leptic ... 
teenage boy crippled for life by an 
Our 
personnel just sense when the pri- 
And 


when they bring someone in for my 


automobile accident. trained 


vacy of the office is needed. 


help, I do all I can.” 
(CONTINUED ON PAGE 66) 


ugly to some 
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(CONTINUED FROM PAGE 48) 


more than one garnishment on any 
worker’s salary at any one time. 

Previously, a worker’s entire pay- 
check could be attached, and the 
employers of those who had bought 
goods well but not wisely were the 
reluctant “collection agencies” for 
the unscrupulous merchants who 
sold the goods. 

Formerly, merchants fired em- 
ployes deeply in debt so as to avoid 
the costly nuisance of keeping 


books on the paychecks of employes 
subject to garnishment orders. 

Locally, Judge S. Kronheim, Jr., 
says the new situation makes for 
better employer-employe relations 
and for more stability in the labor- 
market. 

Some congressmen are urging 
that the new District of Columbia 
law be adopted by other cities and 
municipalities. 

7 

Russian consumers are finally 
getting a better break. Orders have 
been issued by the Kremlin to im- 





First of a Series SYMPHONY OF STYLING 


BY VULCAN 


VULCAN CORPORATION 


Designers and Producers 


of Lasts and Heels for 50 Years 
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prove both the quality and the 
quantity of footwear production. 
Same is true for apparel, home fur- 
nishings, and housewares. 

After 40 years of concentrating 
on industrial and military produc- 
tion, what caused the Red leaders 
to begin playing up to the con- 
sumer? 

Washington experts say the shift 
is due to a combination of factors: 
(1) Premier Khruschev’s visit to 
the United States, in which he was 
genuinely surprised to learn how 
well we live; (2) Russian desires for 
more and better consumer goods 
were awakened and stimulated at 
the U.S. Exhibition in Moscow last 
summer; (3) Throwing a bone—in 
this case, consumer goods—to the 
people will help stave off criticism 
and unrest, particularly among Red 
satellite countries. 

At any rate, Ivan and Olga and 
their small fry are to be better shod 
and better clothed. If past per- 
formance is an indication of what’s 
ahead, Russian footwear designers 
and manufacturers will copy much 
from the Western Hemisphere. 
They won’t buy from us, but they’ll 
adopt our styles and production 
techniques. 

The Kremlin says the production 
of what it calls “cultural, everyday, 
and household goods” is to rise 
from 45.5 billion rubles (1958 
wholesale value) to 57.9 billion 
rubles in 1960, and to 64.6 billion 
rubles in 1961. 


Profile: Warren Lane 
(CONTINUED FROM PAGE 34) 


he has been with Stetson Shoe Com- 
pany for close to twenty years. The 
first occasion away from the com- 
pany was during Wor!d War II, 
when he was a commanding officer 
in the United States Navy Armed 
Guard. He took his Navy gun crew 
on convoy duty practically around 
the world ... E.T.O. as well as the 
Pacific. They sure covered many 
salty miles! 

We digress here for a moment, 
simply to say that this feeling for 
the sea is still pretty powerful. War- 
ren has a_ four-meter-class_ boat. 
Spends practically every week-end 
during the summer out on the 
“briny.” And if you want to find 
him or get in touch with him, the 

(CONTINUED ON PAGE 52) 
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Report on the Russian Shoe I ndustry: 


by WILLIAM A. ROSSI 


Productivity Advance Slow 
in Soviet’s Shoe Factories... 


The average output per worker per day in Russia is 31/2 pairs, 
compared with more than 11 pairs per day in this country. 


OW do the shoes get from the 
factories to the stores? An 
important link in the Russian 


shoe distribution system is the ware- 
house, a separate establishment be- 
tween factory and stores. It is a sort 
of combination wholesale house, ware- 
house and in-stock department—in ad- 
dition to being a central filter system 
for shoe orders. 

The store doesn’t place its order 
directly with the factory but with the 
regional warehouse (which serves all 
the stores within its region). When 
the warehouse has received all its 
orders from all the regional stores for 
the upcoming season, it submits these 
orders to the Ministry of Trade of the 
given republic. The Ministry assigns 
the production to the regional shoe 
factories on the basis of orders re- 
ceived. 

There are some interesting side- 
lights. The stores, unlike in the U. S., 
must have their orders in at a specific 
date. There is no such thing as early 
or late buying; no such thing as open- 
to-buy or variations in seasonal spend- 
ing budgets. The total seasonal order 
is plunked down at a specified date— 
and much earlier than is our practice. 
Spring shoes may be ordered any- 
where from six to ten months in ad- 
vance. One important reason is that 
the cumbersome system requires lots 
of time for planning supplies and pro- 
duction; and production itself is slow. 
So a longer head start is needed on 
orders from stores. 

This is no problem. The year-to- 
year changes in styles or colors are 
very limited. So there is little problem 
in trying to “forecast” the styles. 
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A vast sole-compressing machine, common in Russian factories (though 
rare in the U.S.). The machine handles 28 shoes at a time. Operator is 


working on a conveyor. 
Next season’s styles are what the gov- 
ernment decrees. 

All shoe factories of any significant 
size have their own medical staffs and 
departments. For example, the huge 
Skorochod shoe factory in Leningrad 
(approximately 22,000 employes) has 
a staff of 20 full-time doctors, almost 
all of them women. They serve as 
industrial as well as family physicians 
to the workers. Workers are treated 
for non-occupational illnesses as well 
as those connected with their jobs. 
Some factory medical departments are 
equipped as small hospitals, very mod- 
ern. In smaller plants, however, the 
medical department is simply a first- 
aid room, but almost always with a 
full-time physician in attendance. In- 
cidentally, Russia has some 360,000 
physicians, 75 per cent of them women 


(as compared with a total of about 
280,000 in the U. S., most of them 
men). Russian doctors are compara- 
tively poorly paid. A starting physician 
(who may be employed in a factory) 
gets about 750 rubles a month ($185) 
as against 800 rubles for an average- 
paid factory worker. 

Most factories have nurseries, han- 
dled by trained attendants, where the 
small children of working mothers are 
deposited each morning and picked 
up at the end of the day. This solves 
the childcare problem of working 
mothers, leaving less excuse for moth- 
ers of small children to avoid work. 

We find that the factory is actually 
the “social center” of the average Rus- 
sian worker’s life. For in the factory 
are found the health center, the small- 

(CONTINUED ON PAGE 68) 
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(CONTINUED FROM PAGE 50) 


only way you can reach him is if 
you have a boat too. 

The second period away from the 
Stetson Shoe Company was when 
Warren went with the Plymouth 
Shoe Company. Two years ago, he 
returned to Stetson, where he is now 
vice-president in charge of sales. 

Next year, the Stetson Shoe Com- 
pany will celebrate its Diamond An- 
niversary, 75 years of doing busi- 
owner-operated; and at the 
present time under the active man- 


ness, 


agement of the third generation. 
The company also manufactures 
James A. Banister Shoes, originally 
made by one of the old, quality fac- 
tories in Newark, New Jersey, and 
bought by Stetson in 1930. Daily 
production is somewhere between 
900 and 1200 pairs a day, with na- 
tional distribution in selected stores 
and various types of department 
store operations, including leased 
departments. 

“We believe in team work,” says 
Warren. “We do all of our creative 
thinking, all of our planning, in the 
committee sense. Everything is the 








Inquiries welcome. 


Low Cost with an Expensive Look 


350 Fifth Avenue 





NYLON VELVE 


WONDERVEL*—the 100% Nylon Boulevard® velvet for 
shoes — has met with spectacular success during the past year. 
There is no known fabric in the Shoe Trade that matches its 
virtues. The pile is completely fast. It has a scuff-proof finish, 
never picking, thinning or wearing out. Washes off, dries 
quickly to its original appearance. Suitable for children’s 
and misses’ shoes, from party to casual styles. Reduces costs 
on uppers and gives you the benefit of rich, expensive-looking 
shoes. See your own styles in Wondervel — the 100% Nylon 
Boulevard” velvet. In black, 


WONDERVEL® 100% NYLON VELVET 


A. WIMPFHEIMER «& BRO. INC. 
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and best-selling shoe colors. 
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result of team work. We are inter- 
ested, at all times, in getting the 
best brains to reflect our story. We 
want to put across the impression 
of quality. 

“At Stetson we go on the premise 
that men must have a capacity and 
taste for quality shoes, a pre-sold 
conception of quality. We beam our 
promotions at the discriminating 
man. Actually, we have always been 
style-minded, creative and progres- 
sive. Our line was nationally adver- 
tised even before the turn of the 
century. 

“The trouble with the shoe indus- 
try is so many of them are doing 
things in the same way they did 
sixty years ago. You are apt to get 
‘sleepy’ that way, overlook poten- 
tialities. That’s what happened to 
many factories. It was only recently 
that we began to evaluate the con- 
tribution of the foreign shoemakers. 
At Stetson, we were one of the first 
custom shoe houses to recognize how 
important that was going to be. We 
were one of the first to present the 
new look, which is accepted today as 
the styling . .. trim line, lighter 
weight look. 

“Fashion has always been an im- 
portant factor with us. We always 
try to give our promotions a ‘lift’ 
with something new, something ex- 
citing and interesting. Take one of 
our recent promotions, for example, 
Jungle Jute. As frequently happens 
with such things, one of the promi- 
nent retailers presented the idea to 
us, that we use Jungle Jute. It was, 
he said, practical, smart, good-look- 
ing. We went into it as a joint ven- 
ture with Thomas Taylor & Son. 
They make the material. Our part 
was to come up with shoes, with a 
pattern that would use Jungle Jute 
to its best advantage. We made it 
up into a dress casual and promoted 
if to all the smart shops for early 
resort trade, a year ago. It was 
quite successful; and we_ expect 
great results this year. 

“It is significant that you can take 
a fabric like that, fashion it into 
a shoe and then create in the minds 
of the customers the fact that it is 
colorful, cool, fashionable. That it 
is smart to wear this kind of dress 
casual. You open up new fields in 
casual wear that way. We will stock 
Jungle Jute in natural, black, Loden 
green and other important colors. 

(CONTINUED ON PAGE 55) 
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St. Louis Stores Livelier 
with Fall Trade 


CHILDREN’S slippers and storm- 
wear, teen-girls’ glove leather 
boots, teen-boys’ brogues, and wo- 
men’s couturier pumps accounted 
for the bulk of retail shoe activity 
in St. Louis during the past two 
weeks. 

Brisk weather sent mothers scur- 
rying for protective footwear to 
guard kids against wet feet. One 
department manager downtown re- 
ported heavier than normal order- 
ing of storm boots via telephone, 
with mothers guessing at size re- 
quirements. Few returns and ex- 
changes were noted. 

There has been good to excellent 
slipper business in the county out- 
lets. Dealers feel that these No- 
vember-bought pairs do not repre- 
sent Christmas purchasing, but 
rather immediate youngster-use. 
With the bulk of the slipper trade 
still ahead, store managers say that 
their totals on slippers for 1959 
may be as much as eight to 10 per 
cent above 1958 levels. 

Teen girls bought black glove 
leather lightweight boots in sub- 
stantial volume as November ended. 
Best selling patterns included back- 
laced types, boots with side-buckled 
straps, and fleece-cuffed low-ankle 
tapered toe step-ins. Along with 
boots, teen girls showed consider- 
able interest in pointed toe black 
calf and/or kid shell pumps on 
23/8 heels. The girls are request- 
ing the lowest cut shells available. 

Teen boys continue to buy black 
smooth moc-toe slipons as football 
proms and Thanksgiving dances 
make new pairs a must. Ruddy 
brown grained leather blucher ox- 
fords with straight tip were listed 
by all dealers as good sellers for 
the past month. Teen boys requir- 
ing large sizes are boosting totals 
in the men’s category welcomely. 
Boys wear out shoes faster than 
their fathers do, they favor a 
larger shoe wardrobe, and contrib- 
ute significantly to the men’s pic- 
ture, dealers say. 

Women’s shoes at retail have 
been spotty, with steadiest selling 
in dressy-but-not-formal patterns. 
“vening shoes and holiday styles 
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for women are on display promi- 
nently in St. Louis department 
stores, but volume of sales has not 
been heavy. Silver kid, metallic 
cloth, and formalized  brocades 
have done much to spark shoe de- 
partment festivity. Looking good 
at Scruggs Vandervoort Barney 
was a Delmanette holiday pump of 
white silk, closed heel and toe, with 
silver and gold leather petals trim- 
ming the vamp. Toe shape appears 
flattened, heel high and _ round. 
Along with the evening pump, a 
dressy spiked heel tie by Panorama 
stirred interest in both black and 
gray suede. The pattern featured 
portholes punched in the vamp 
area, and a silk tie closing to step 
up dressiness. 

Men’s stores found their Novem- 
ber pace satisfactory but not out- 
standing, running, for most 
lets, about even with last year. The 
steel strike has affected work shoe 
dealers “only very slightly,” a sur- 
vey locally found. The effect on 
work shoe sales will not show up un- 
til close to the first of the year. 


out- 


Newspaper Strike Does 
Little Damage in Boston 


A STRIKE of Boston newspaper 
compositors during early November, 
had comparatively little effect on 
the retail shoe business. It already 
had been slowed down by the uncer- 
tainty resulting from the steel 
strike. 

Hardest hit, of course, were the 
big stores which have always used 
large newspaper space to publicize 
their promotions. But even those 
stores reported heavy traffic on cool, 
clear days. Figures were said to be 
very little below what they had been 
prior to November 6, the first full 
day of the strike. 

Some stores maintained contact 
with charge account customers by 
stepping up their direct mail adver- 
tising. Others advanced the mailing 
dates of their holiday catalogues. 
Some of the smaller stores put in 
new window trims. 

A few of the high style shoe out- 
lets have been feeling their way into 
spring by adding opened up types 
to their fall lines. 

(CONTINUED ON NEXT PAGE) 











BY MAGNINETTES, FROM A COLLECTION OF PRECIOUS PETS, LOVINGLY PRICED. A SHOE OF BROWN ALLIGATOR AND 
CLEAR VINYL, 24.95; AN OPEN TOE SLING OF BROWN ALLIGATOR, 24.95; BROWN OR BLACK LIZAGATOR, 22.95; 
A SPRINGOLATOR, 24.95; AND A CLOSED TOE SLING, 29.95 OF BROWN ALLIGATOR, IN ALL JM SHOE SALONS. 








An alligator as a pet makes a good conversational piece but it's better as a shoe. 


Here we have alligators that are both shoes and pets. 


Pedigreed too. Joseph 


Magnin, Sacramento (7 cols.) 
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The Joseph Antell store at Zero 
Newbury Street reports good inter- 
est in a few numbers. A much wider 
range, it was said, is on order for 
early spring selling. Pumps, how- 
ever, continue to account for the 
largest share of the store’s volume. 
These have been selling well in black 
calf and in brown, the latter color 
having shown a decided increase 
over last year. Reptile shoes carry- 
ing high heels also have been good. 

Another high grade shop, that of 
Franklin Simon & Company in the 
Chestnut Hill shopping district, re- 
ports that women have been buying 
opened up types for evening wear. 
Here, too, only a few styles have 
been stocked to date. Pumps, mostly 
in black suede, have been the best 
sellers. Following this store’s anni- 
versary sale during the last week 
in October, business has tapered 
off, it was said. 

The Curtis Enna Jettick store on 
downtown Tremont Street put a 
PM on its suede shoes in order to 
clean them out and,” in the week 
prior to Thanksgiving, installed a 
display of holiday slippers in the 
front of the store. Polished calf 
pump types continue to sell well, it 
was reported. Best selling colors 
have been black and brown. Reds 
have not been selling as well as at 
the start of the season. 


Auto City Sales Good 

Despite Steel Strike 
RETAIL shoe sales for the past 
month seem little affected by lay- 
offs in the auto plants due to steel 
shortages. Since auto workers re- 


ceive a “supplemental payment,” 
bringing their unemployment com- 
pensation up to 65 per cent of regu- 
lar pay, the general opinion is that 
this area will “ride out” the shut- 
down in good shape. 

The majority of shoe retailers are 
well pleased with business at pres- 
ent. Sales of women’s dress shoes 
are up 20-25 per cent over this time 
last year, and up substantially on 
men’s and children’s lines. One shoe 
department manager expressed the 
current feeling by stating—“if our 
shoe departments can just maintain 
their present percentage of increase, 
we'll be delighted!” 

Black calf pumps are the number 
one seller in women’s dress shoe 
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lines, accounting for 65 per cent of 
sales for most departments. Black 
suede is selling second best. In the 
downtown Detroit stores, the style 
lines find that the 23/8 heel is the 
most popular height. Suburban 
stores are experiencing an almost 
50-50 split between 18/8 and 23/8 
heels. 

For many retailers, “butternut” 
is proving to be the outstanding 
seller in their range of color shoes. 

Women customers are beginning 
to show an interest in “party shoes” 
for the holiday season. Rhinestone 
studded vinyls are winning the 
“popularity poll” in this category. 
There is evidence of a renewed in- 
terest in gold kid sandals for eve- 
ning wear. This return to “gold” is 
reflected in the new lines of match- 
ing accessories being displayed, such 
as evening bags, compacts and 
cigarette cases. 

Sales of women’s casuals, for most 
retailers, have slowed down until 
after the Christmas season. 

Hottest selling number for little 
girls is the black nylon velvet sad- 
dle. And little boys are still buying 
black plain-toe or moc-toe oxfords, 
loafers and chukkas. Older boys 
favor loafers in smooth black leather 
or casual styles in gray, oyster, or 
tan buck. 

There’s an upswing in sales of 
dressy, Italian-type loafers for men. 
Black is first choice, in either 
smooth or Scotch-grained leather. 


Miami Sells a Little 
Bit of Everything 


MIAMI weather, being unable to 
make up its mind to the fact that 
it’s winter, seems to be promoting 
the same indecision in shoe sales. 
A “little bit of everything” is sel- 
ling. 

A bright note on the horizon is 
the early interest in evening shoes 
with gold definitely on top in popu- 
larity. At one beach store gold is 
good for street wear too, in casuals 
and boot types. Satins and brocades 
are the choice in evening fabrics. 

The usual dyed to match for- 
mals are being asked for in browns. 

Closed toe and heel is the bulk 
business of one leading downtown 
department store. Luster slings 
hold second place in gray, nectar 
and blues on the sparkle side. 


Brown calf is good. At another 
leading department store, Osage 
green in suedes is on re-order and 
spring-o-lators are terrific. 

Patents are the choice of many 
in bone, electric blue, beige and 
white. Spectators in medium heel 
are practically walking out alone 
according to one buyer. They’re 
selling in red, white and blue, yel- 
low and white, blue and white and, 
of course, the ever popular brown 
and white. Sling business again is 
terrific. 

Kid leathers are big at the Beach 
with black still number one, blue 
second and brown fair. 


Signs of Early Holiday 
Shopping Show in New York 


SHOE retailing has been spotty 
in some areas in New York and 
holding up fairly well in others. 
However, the momentum seems to 
be accelerating. Within the past 
week or so, customers have begun to 
crowd the stores. There is a definite 
feeling that holiday shopping has 
begun early and merchants look 
forward to getting their share of 
the consumer spending dollar. 

New York got off to a busy social 
season with the opening of the 
Horse Show, the Metropolitan Op- 
era season, the concerts and the new 
plays. These activities generally re- 
quire gala evening shoes of all 
kinds. Satins, peau de soie, gold kid 
were all selling well. The colors 
were white “for white’s sake” or 
dyeable, black and the glowing jewel 
shades. Trims were often elaborate 

. . rhinestones used generously on 
toes and heels. 

December is generally the start of 
southern and cruise wear selling in 
women’s shoe departments and re- 
tailers report there has been excel- 
lent response to all kinds of shoes, 
dressy, tailored, casuals, flats. They 
also indicate that when they showed 
the new, exciting, cruise and south- 
ern wear shoes to their customers 
as early as mid-November, the reac- 
tion was most surprising. Custom- 
ers bought them in multiple pairs. 

Advertising and promotion of 
shoes in newspapers and within the 
stores and windows continued 
strong and consistent. The copy 
spotlight focused on: “Sandler of 
Boston’s ‘new look’ casuals in a 
splendid hand-burnished saddle 

(CONTINUED ON PAGE 69) 
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Softer Leathers Keynote 
of Continuing Trends 
(CONTINUED FROM PAGE 37) 

ing in men’s, women’s and chil- 
dren’s leathers. Greenish and bronzy 
influences are strong in the beige- 
brown range. Bonfire, berry and 
fruit reds are important in women’s 
and children’s leathers. So also are 
the loden shades, including mel- 
lowed browns, blues and greens. For 
men, any color is big that goes well 
with black trims and soles. 


Profile: Warren Lane 
(CONTINUED FROM PAGE 52) 

For window dressing, the important 

buys will be red or gold ... the 

frosting on the cake. 

“Everyone has foot coverings, as 
such. As long as you let men buy 
shoes only as foot covering, you will 
never sell the extra pairs. We are 
continually looking for something 
that will have eye appeal, something 
that will result in impulse buying. 
That’s the only way to sell more 
pairs, plus pairs. Jungle Jute serves 
that purpose. Many stores have it, 
and that’s just as well. The more 
you see it about, the more popular 
it becomes. 

“Another recent venture with us 
at Stetson is the hand-sewn busi- 
ness which we bought. This hand- 
sewn addition means that we can 
enter the casual field in a way we 
never were able to do before... . 
really do some unusual things.” 

Warren Lane moved his family 
from New York to Hingham, Mass., 
when he went with the Stetson Shoe 
Company back in 1940. They have 
lived there ever since. Mrs. Lane is 
active in most of the community 
organizations. As for Warren, he 
is keenly interested in the lay work 
of the church. Is one of the War- 
dens. His one regret is that he does 
so much traveling, on his job, that 
he does not have more time to de- 
vote to his church work. The Lanes 
have two daughters, Susan and 
Priscilla. 

Frequent trips abroad, to visit 
the style centers of Europe, to get a 
first hand view of new things, plus 
week-ends aboard the boat, pretty 
much take care of work and relaxa- 
tion hours. 

Warren Lane summarizes: “I like 
to think of our future in two ways 
... immediate and long range... as 
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being one of survival and from 
there, one of growth. I believe the 
responsibility lies with the inde- 
pendent shoe manufacturer to ac- 
cept the leadership of fashion and 
quality.” 
Survey Reveals 
Men’s Shoe Trends 

(CONTINUED FROM PAGE 40) 
to slighily increased popularity next 
spring, other upper materials will wit- 
ness no change in their proportion of 
the total. 


Next 
Spring 
58.3 % 


Last 
Spring 
58.7 % 


Upper Material 
Smooth leather 
Grained or shrunken 
textured leathers 
Brushed or buck 
leather types 


22.5 21.1 
10.7 

5.8 

2.3 


Pigskin 
Other materials 





100.0% 
Stock Inventories 


100.0% 


In-stock inventories, as of Septem- 
(CONTINUED ON PAGE 58) 





NOW! 


“LEAD-TIME” 
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LONGER... 
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display at the 





when you visit 


The 
Allied 


Products 
Show 


during the 
Shoe Resources Market 


The full potential of earlier advance 
season styling and production plan- 


Winter 1960 Season 


can now be realized by the entire shoe 
industry—by seeing the 200 lines on 


Allied Products Show 


December 15* to 18th 
New York Trade Show Building 


You are cordially invited! 
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LUCKY SALES CO., inc. _ 




















AON AUON 
BIGGEST GUNG! 


De Tie idem elcemeliadiars 
advertising campaigns 
tell the convincing 
Rain Dears story in the 
world’s largest, most 
respected, and best 
read magazines. Every 
woman in America who 
reads, will know that 
she should, “Look at 
the box to be sure!” 
















when you ask 
for Rain Dears.. 











NEW HARDITE material 
an resists spike heels .. 





©) 
EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. ~~ 


LOS ANGELES, 941 EAST THIRD STREET CHICAGO, 2019 W. WALNUT STREET NEW YORK, 47 W. 34TH STREET 
MAdison 5-2531 CHesapeake 3-3329 PEnnsylvania 6-5955 
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Survey Reveals 
Men’s Shoe Trends 

(CONTINUED FROM PAGE 55) 
ber lst of this year compared to the 
same date a year earlier, showed this 
pattern: 
28.3 % 
37.1 
34.6 


100.0% 


Increase 
Decrease 
Same 


The average percentage of increase 
for the firms showing a gain was 5 
per cent; for those showing a decrease 
10 per cent. 

The Esquire Marketing Research 
Department further inquired about 
stock inventories in order to determine 
the percentage of in-stock vs make-up 
sales. The findings: a 4 to 1 ratio in 
favor of in-stock inventories. 


Higher Price Sales Trend 


Men’s shoe manufacturers report 
a definite sales increase in the $25 
and over retail bracket. Just about 
half the manufacturers indicated gains 
in this high price category . . 


not a single one reported a decrease 


. and 


in high prices sales. The gains are 
even larger than the figures indicate, 
since one fifth of the manufacturers 
do not even sell to this upper priced 
market. 


What Is a “Staple”? 

One of the manufacturers, obviously 
of the opinion that a “staple” had a 
different meaning for different mem- 
bers of the industry, requested that 
we ask the members of the men’s shoe 
industry to give their definition of 
this term. We obliged and included 
the question in the Esquire survey. 

Interestingly enough, almost all the 
manufacturers furnished similar defi- 
nitions of a “staple.” Two that were 
typical were: “A style which continues 
to be in demand for at least three 
years.” And, “Basic in style, material 
and color and not subject to seasonal 
variation.” 

Many of the manufacturers stressed 
the point that a staple, to be so classi- 
fied, had to be a style of three or more 
years repeat sales. The three year 
period seemed to be the critical period 
of time. 

The manufacturer submitting the 


question may be surprised with the 


extent of agreement, but we are glad 
to find that the men’s shoe industry 
does agree on a uniform definition. 


Editorial 
(CONTINUED FROM PAGE 31) 


ficiently, it is to be hoped, to inject 
an element of reason which thus far 
has been sorely lacking in the nego- 
tiations. 

Should the strike be resumed, the 
pressures which would be put upon 
Congress for action to settle it 
would be irresistible. Such action 
would be dictated by what Con- 
gressmen think would be best for 
the majority of their constituents. 
It might not result in a just or rea- 
sonable or even a practical solution 
to the problem. But it would be 
prompt and it would be drastic ac- 
tion. Conceivably steel labor and 
management could both suffer. Sim- 
ple logic dictates a meeting of the 
minds before Congress is forced to 
act. 


The Shoe Saloon 
(CONTINUED FROM PAGE 45) 


to come and provides parking for 
3000 cars. 

He continues to act as owner- 
manager of the store and does the 
buying for all departments except 
shoes. The store could be classed as 
a junior department store, although 
it does not carry furniture or other 
related “big-ticket” items. 

All departments, including The 
Shoe Saloon, operate on a self- 
selection basis. There are no sales- 
persons. The 35 regular employes 
are there for stock work and to 
meet and direct customers. The 
store is open from 9 a.m. to 9 p.m. 
every day, including Sundays. It is 
closed on Thanksgiving and Christ- 
mas. But no employe is allowed to 
work more than 40 hours a week. 
Employes are all paid on an hourly 
basis, weighted by length of ser- 
vice and satisfactory performance. 
There is virtually no labor turn- 
over. 

The busiest days are Saturdays 
and Sundays, with Fridays running 
a close second. 

Enough extras are employed for 
the busy days, usually reporting at 
noon and working until 9 p.m. Many 
of these are former regulars who 


are working part time by choice. 
When additional regulars are need- 
ed, they are selected from qualified 
extras who want to work full time. 

After customers complete their 
selections, they carry them to the 
checkout counters, pay for them 
and then carry them to their cars. 
The store has no delivery service or 
charge accounts. 

The Shoe Saloon has been allotted 
7500 square feet of store space, 
5000 of which are used for shoe 
displays for self-selection. On the 
display racks are 17,000 pairs of 
shoes conveniently arranged. They 
are segregated by types for children 
and women, by use and prices. A 
large selection of men’s dress and 
work shoes is also shown. Backing 
the forward displays are 28,000 
pairs of shoes in reserve stock. The 
forward stock is quickly replaced 
by ever-alert stock girls. 

The shoe department is leased to 
the Denny Shoe Corporation of 
Seattle. The Denny Corporation 
leases and operates ten other shoe 
departments, mostly in various Se~ 
attle stores. 

In addition to buying for alk 
their own departments, Denny also 
buys for about ten other stores or 
groups of stores. This gives them 
the advantages of quantity buying. 
Denny’s principal resources are 
Endicott Johnson, Fine and Glass,, 
H. H. Brown, Georgia Shoe Co., 
Langerman, and Gettysburg Shoe 
Co. 

For their own departments, the 
Denny company has many of the 
shoes put up in boxes bearing their 
own private brand, Playtime. This 
gives more leeway in pricing the 
shoes at odd prices. All shoes are 
marked at these odd prices. Chil- 
dren’s range from 99 cents to $3.99; 
women’s from $1.99 to $3.99; and 
men’s from $5.99 to $16.99. The 
best sellers are, children’s $3.99, 
women’s $3.99 and men’s $8.99. 

Experience has shown that these: 
odd prices move the shoes faster. 
Shoe turnover is four times a year. 

The stock is always kept com- 
plete in basic sizes. In season this 
includes women’s in the most. 
wanted current styles. But ex- 
tremely pointed toes are avoided 
and any others that might result 
in discomfort or that could increase: 
returns or exchanges. These are: 

(CONTINUED ON PAGE 66) 
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PLUSH 
PIGMILLION 
PIGSKIN 

BY THE 

HAUS OF KRAUSE 





NEW 
Matote! | O)),' 
IN LEAT Fi iors 


Milady of fashion’s new passion in footwear—lush color wedded 
to the luxury of plush Pigmillion Pigskin. Alive with rich color 
and texture, so soft and supple it’s a sure hit in new fashions 
created by top footwear stylists. Beyond beauty — this sales- 


appealing plus! All 16 glamorous colors are washable and 
cleanable! For details, write: 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 





How Do WELLCO FOAMTREAD 
Casuals Build Repeat Business for 


Rudolph Schiffman? 





a ere 


Family Shoe Store Success Story +9 


by Rudolph Schiffman, Partner, The Shoe Bar, Hollywood, Florida | 


As told to UPI Reporter 
With their styling, that’s how. In presenting washable 
casuals, styling is very important, and each year FOAM- 
TREAD Casuals become more distinctive and appealing. 


Their new line is outstanding. 


Excellent Fit 

Another factor which helps build 
sales is the fit. With this line, we 
never worry about fit. And the 
new wide widths—as well as the 
narrow widths—in FOAMTREAD 
Casuals help us to fill many 
requests 


Rely on WELLCO 


That's why Wettco Casuals 
sometimes account for as much 
as half of the store’s volume. 
Our business often triples during 
the winter months and we rely 


Family Shoe Store Customers Are Demanding. That’s 
Why Family Shoe Stores Carry WELLCO FOAMTREADS 


For more information about the WeELLCO FOAMTREAD line, 
Vice President in Charge of Sales. —_ 


SY write to Joe Stanelli, 


on the Wettco Casual line 
almost entirely to answer tourist 
demands. 


Comfort, Wearability, 
Washability 
All of our sales people like to 
sell FOAMTREADS. We're all con- 
fident there will be repeat busi- 
ness. Comments about WELLCO 
FOAMTREADS as to comfort, 
wearability, washability and 
styling all mean we can expect 
additional volume. And we 
receive very few complaints 
about FOAMTREADS. While we 


- 

we 
(Pz2®) 
\PARENTS/ 


naders 


that 





SUCCESS STORY. Rudolph Schiffman shows one of the Wettco 


FOaAMTREAD Casuals which have made the line so successful in the Shoe Bar 


have no exact figure, we know 
our repeat business on 
WELLCOo Casuals has increased 
tremendously. 


Very Profitable 


| Carrying the WELLCo line is very 


profitable. The store never is 
forced to take a markdown on 
FOAMTREADS. No wonder we’re 
grateful to the WELLCo salesman 


who induced us to take on 
FOAMTREAD Casuals about six 
years ago. Since then, FOAM- 
TREADS have become very im- 
portant to us. As a matter of 
fact, our association with the 
entire WELLCO organization has 
been very pleasant. We receive 
full cooperation from the sales 
manager down. Service is good. 
What more could we ask? 








wellco 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 


In Canada, FoOAMTREAD Casuals are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
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Manufacturing News 





Milwaukee 


THE outlook for a strong run of men’s dress shoes and 
children’s footwear is considerably better than it was a month 
ago. Work shoe producers, however, claim they see little to 
cheer about. 

No segment of the area’s footwear industry was hit as 
directly by the labor layoffs as the work shoe manufacturers. 
Solid improvement is not due to appear for an extended 
period. Inventories of work shoes are reportedly heavy and 
dealer shelves are not expected to be unloaded for several 
months. With the 80 day Taft-Hartley cooling off period just 
an uneasy truce, dealers are hesitant about rebuilding their 
work shoe inventories. 

A much healthier picture is presented by the men’s dress 
shoe divisions. Big producers here claim that while the steel 
strike hurt sales in many areas, volume has held up well on 
the whole. Dealers have been very receptive to spring lines 
just unveiled. 

Some minor, selective price boosts were recently tacked on 
to their lines by men’s dress shoe producers. Dealers, accord- 
ing to reports, have accepted present price structures without 
complaint. Most factory spokesmen are confident that prices 
will be stable from now on through the spring and summer 
selling period. Recent softening of the leather market is not 
expected to encourage manufacturers to drop wholesale shoe 
prices. 


St. Louis 


PRODUCTION pace in St. Louis has shifted up another 
notch, as orders from the several regional shoe shows went 
on the books. 

Although opinions of exhibiting firms varied as to each 
show’s merits, averaged opinions concur that traffic at every 
regional was enthusiastic; attendance was about the same as 
a year ago; shows drew on larger areas and included shoe- 
men who did not attend the Chicago Fair this year; buying 
was up slightly over a year ago; and briskest activity came 
from children’s and women’s casuals categories. 

On the basis of orders received, St. Louis manufacturers 
see an excellent spring shaping up for 1960. Retailers attend- 
ing the regional shows have reported that their yearly figures 
are running well ahead of last year. Effects of steel strike 
lay-offs have been concentrated in a narrow section of the 
nation. Inventories were listed as in good to excellent shape, 
in spite of a slow October for many areas. Retailers optimism 
as evidenced at the regional shows has boosted manufac- 
turers’ expectations. 

Spring orders in general find teen girls’ black patent 
leather untrimmed shell pumps strong. Teen interest in 
opened-up shoes is not expected to be important. Little heel 
pumps of straw and punched pig, and straw flats with bulky 
ornaments rated good attention for teens, along with textured 
leather lightweight flattie ties in bright pastels. 

With prices on children’s shoes steady and in some cases 
reduced, buyers placed their spring and summer orders in 
this category with considerable feeling of security, general 
line houses indicate. 

In women’s footwear for spring, color apparently will play 
only a minor role, even in the southern belt of the nation. 
Orders placed show that black patent and bone will be basic 
volume, with a sprinkling of pastels and red. Vinyl combina- 
tions will be strong in opened-up pump and sling patterns. 
Women’s casuals on 14/8 and lower stacked heels were said 
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to be active for all producers, and wedge patterns were listed 
as much more actively ordered at regional shows this year 
than in 1958. In women’s dress footwear, the trend in vamp 
treatments on pumps is tending to get plainer and plainer, 
according to one major women’s maker. 

Men’s spring footwear was only moderately active at the 
regional shows. Tremendous retailer enthusiasm for the 
slipon next spring, however, leads producers to feel that 
men’s business, especially young men’s, will be excellent. 
Young men’s brushed casuals in both oxford and slipon 
styles were actively bought in all regions, and are expected 
to be retailers’ most popular volume sellers next spring. Very 
early delivery on brushed casuals was asked by most buyers. 


New York State 


Most shoe manufacturers in New York are optimistic about 
business prospects for the next several months. They feel 
that the pick up in business will continue far into 1960. 
Opinions are based on the fact that retailers seem to be 
more inclined to buy new shoes than they have been for 
some time past. 

Traffic at the local and regional shows was very satisfac- 
tory. They brought the retailers from near and far. Mer- 
chants did more than just look at the shoes on display. For 
the most part, they placed orders, generally for delivery in 
December and January. Manufacturers have good cutting 
on hand... enough to keep production steady through Feb- 
ruary. Beyond that, they report that their sales representa- 
tives have been on the road and have written up some good 
orders, especially from retailers in the south, where the sea- 
sons begin earlier than they do up north. These orders will 
augment the present cutting and will take production through 
March. With Easter coming in later (April 17th) retailers 
expect a longer spring selling season; and this, in turn, is 
being reflected in bigger orders. 

Patent leather is still going strong for spring and summer 
in women’s shoes. There is a good deal of kid and calfskins, 
linens, silks and straws for the February and later dates. 
Black and navy will continue to be important. However, white 
is getting a good deal of emphasis, followed by bone and the 
light, chalky neutrals. 

Children’s shoe manufacturers have been getting very good 
response to their new spring lines. In girls’ shoes, the major 
emphasis is on black patent and soft leathers—both smooth 
and grained. Colors include white, red, gray. For boys, step- 
ins of the casual type, four-eyelet blucher oxfords and gore 
types, single or double swirls and inverted seam moccasins 
appear to be the most popular types. 


New England 


BUSINESS booked at the dozen or more regional shoe shows 
held during November has provided New England manu- 
facturers of branded lines with the best backlogs of orders 
they have had since the end of the fall run. Some have enough 
cutting to carry them through January. By February 1, in 
many cases, early spring shoes will be on their way to larger 
retailers throughout the country. Deliveries to those in the 
resort cities of Florida and Southern California have already 
been completed. 

Manufacturers report, however, that smaller retailers con- 
tinue to hold off. In most cases cited, these stores traditionally 
are not early buyers and this year there isn’t an early Easter 

(CONTINUED ON PAGE 64) 
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-«» GRO-RITE SHOE COMPANY, inc. 
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ON LY CHILDREN’S SHOE 


THIS UNUSUAL GUARANTEE 


GRO-RITE is the first line to bring you the rugged, lightweight construction and design 
features that mothers have been looking for in children’s shoes. 


It is the same vulcanizing construction that is proving so successful and popular in men’s 
work shoes and leather boots ... PROCESS 82.. . so you know these shoes will 
take all the rugged abuse active children can give them. That’s why GRO-RITE 
dares put this guarantee in writing to the public! 


In styling and appearance they’re indistinguishable from Goodyear welts, or any other 
conventionally made shoes. Leathers and workmanship are equal to the finest. 


In addition to all the other features you’ve always insisted on in children’s 
footwear, GRO-RITE shoes offer these superior EX TRA features: 


The same flexible, springy counter that has always been such a strong selling feature 
in the Wellco ‘‘FOAMTREAD’’* line of slippers and casuals. Flexibility that 
eliminates any need for breaking in. Because GRO-RITE shoes are 
PROCESS 82 vulcanized, the soles can’t work loose from the uppers . . . there’s no 
outsole stitching that can wear out, or glues that can deteriorate. 
The bond is permanent and waterproof. 


National advertising will pre-sell GRO-RITE shoes to the public for you. 
GRO-RITES are priced for a better than usual mark-up at $7.95. 


Exclusive dealer franchises available. 


not merely different 
... distinctively BETTER! 
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The Leather Show: 


A Timely Moment 
(CONTINUED FROM PAGE 43) 

Against a background dominated by favorable con- 
sumer demand, the leather and shoe industries are emerg- 
Con- 
sumer potentials are becoming once again the vital factor 
commanding trade interest. The Leather Show will, there- 
fore, bring the industry together at a timely moment for 


ing from a period of hesitation and uncertainty. 


vigorous planning to capitalize on sound prospects for 
1960. 


Manufacturing News 


(CONTINUED FROM PAGE 61) 
to force action. 

The still somewhat quiet segment of the industry includes 
manufacturers of unbranded lines. Here, too, however, there 
are exceptions since the large chains and mail order houses 
placed their initial orders several weeks ago. Smaller chains 
and department store basements, it is believed, will be found 
to have bought heavily at the Popular Price Shoe Show in 
New York. 


Chi 
Wirn the year-end approaching, spring production in the 
Chicago area is well underway, and all signs point to a 


healthy, season. Practically all major commitments are now 
in. These include follow-up§-of shopping at the National 


IN-STOCK 
C to EEE 
5-13 


4 HUNTERS 


Shoe Fair, orders placed at various regional shows, and those 
sent in by salesmen on their second trips through their terri- 
tories. 

Early orders requested a portion of deliveries by December 
Ist and into January on advance spring shoes. For the most 
part, these delivery dates are being met, although some possi- 
bilities of delays have already arisen. Mail re-orders are also 
beginning to filter in as a result of some of the extra early 
orders placed by retailers back in October. 

At this point, the calf market appears to have leveled off, 
and may mave weakened slightly. Opinion is divided as to 
how long this may last, but there is strong evidence that a 
plateau has finally been reached, that there should be no more 
major advances in price for sometime. This raises hope that 
prices will remain stable for at least the next three months, 
and perhaps longer. There were some price rises at the 
Shoe Fair, representing an over-all increase of less than four 
per cent over the previous four months. There was no promise 
that this was the end, but opinion was expressed that any 
future increases would be smaller, and perhaps, less frequent. 

By now, retailers in their orders have about worked out 
their stock balances as far as style goes. This has been a 
problem, since, even at this date, many are uncertain as to the 
proper ratio of needle and oval toes, closed and open shoes, 
men’s dress and casual shves. Most of them have been feeling 
their way in their first orders, will firm up their plans in 
follow ups, fill ins, and re-orgers. Right now the closed pump 
is the dominant silhouette, but the open shoe should take over 
in volume from retail selling as early as before Easter. 


Money may not be everything, but it’s a great consolation 
until you do have everything. 
Many a boss would like to pay an employee what he’s 


worth—but it’s against the minimum wage law. 


Nba PUL 


SHOES OF QUALITY 
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FORTUN E 


Look no further. WINCHELL’s In-Stock catalog 
has the proven styles — budget-priced that 
build business (and profits) — fast! Try them 
and see for yourself — 
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The Leather Show 


(CONTINUED FROM PAGE 43) 
Dungan, Hood .& Co., Inc. ............ 


Eagle Ottawa Leather Co. 

Eastern Tanning Company .... 
(Division of Loewengart & Company) 

B. D. Eisendrath Tanning Co. ......... 

John R. Evans & Co. ..... Shade 


Fermon Leather Co., Inc. 
Flagg Tanning Corp. 
Fleming-Joffe, Ltd. ; 
John Flynn & Sons, ~ 
S. B. Foot Tanning Co. 


A. F. Gallun & Sons Corp. . 
Garden State Tanning, Inc. 
Geilich Tanning Co. .......... 
General Split Corp. ...... 
Gilbert Tanning Co., Inc. 
Goniprow Kid Co., Inc. 
Gordon-Gruenstein, Inc. 
William Greiner Co. .. 

The Griess-Pfleger Tanning Co. 
Gutmann & Co., Inc. 


L. H. Hamel Leather Co., Inc.. 
Thomas B. Harvey Leather Co. 
Haus of Krause 
we of Wolverine Shoe & spelen: 


orp. 

Hebb Leather Co., Inc. 

Hecht American Corporation 
Hiteman Leather Co., Inc. 
Horween Leather Company 
Howes Leather Company, Inc. . 
E. Hubschman & Sons 
Hunt-Rankin Leather Co. 


Irving Tanning Company, Inc. 


Johnstown Tanning Corp. 
(Division of Fleming-Joffe, Ltd.) 
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Kirstein Leather Co. ... 

Korn Leather Co., Inc. 

Kroy Tanning Company, Inc. 


A. C. Lawrence Leather Co. 
Legallet Tanning Co. ....... 
G. Levor & Co., Inc. 

J. Lichtman & Sons 
Loewengart & Company . 
Hermann Loewenstein, Inc. 


N. H. Matz Leather Co., Inc. 
Merrimack Leather Company 
W. Milender Sons, Inc. 


R. Neumann & Co. 
The Ohio Leather Company 


Pfister & Vogel Tanning Co. ; 
Prime Tanning Co., Inc. .............. 


Herman Roser & Sons, Inc. ...... 
A. H. Ross & Sons Company 
Fred Rueping Leather Company . 
Russell-Sim Tanning Co. 


Seal Tanning Co., Inc. ........ 

Seton Leather Company .......... 
Shrut & Asch Leather Co. ; 
Slattery Bros. Tanning Co. ............ 
South Leather Company ........... ; 
Steinberg Bros., Inc. 

Superior Tanning er 

Surpass Leamer Co... 6... is lee ccc 
H. Swobode & Son, inc. .........:.... 
Tan-Art Company, Inc. .......... 
Albert Trostel & Sons Co. . 


United States Raw Skins Tanners, Inc. 
United Tanners; Ine: ..... 6... ccc ee ce 
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Verza Tanning Co., Inc. 


Waljon Leather Co., Inc. .. 
Winslow Bros. & Smith Co. 
Wisconsin Leather Co. 


Lima, O., Crawford Store 
Observes 50th Anniversary 
LIMA, O.—Crawford Shoe Com- 
pany, a local retail firm which 
stresses a fit-quality-service policy 
and prides itself on its independent 
status, is celebrating its 50th anni- 
versary this year. The company 


Quick 
Accurate! 


Simple. 
Safe... 











*Pat. Pending 


also operates a store in Dayton, 
started in 1932. 

During its history the Lima store 
has been remodeled five times, the 
latest in 1953 when a new front 
was completed, according to Ken 
Crawford, president. 

The Lima store employs 20 per- 
sons. One of them, Gene Hefner, 
who is Mr. Crawford’s assistant, 
has been with the firm 41 years. 

The store was founded by Paul 
W. Crawford, a former traveler, 
who died over a year ago. 


SEE the "“GROW-ROOM” 


without X-ray 


with new VISUMETER’ 


for Baby Shoe Size 6 
thru Misses Size 3 


SPECIAL INTRODUCTORY OFFER 


Money 
Back 
Guarantee 


ONLY $19? 


ym 
See “GROW-ROOM” 


New, accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 

. (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
to full length of shoe inside, (3) tighten lock to maintain accurate inside- 
length measure, (4) remove VISUMETER from shoe, (5) hold VISUMETER 
against foot to compare length accurately with inside measure of shoe. You 


and your customer actually see the “‘grow-room” 


in the shoe being fitted, 


Increase customer confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc. Regular price of VISUMETER 
—$12.50. Yours for only $10 each, including postage, if you act now. If not 
satisfied, return within 30 days and your money will be refunded. 


THE LUDWIG CO. 


5845 HAMILTON AVE. 
CINCINNATI 24, OHIO 





The Shoe Saloon 
(CONTINUED FROM PAGE 58) 


almost nil in this department. 

The few returns or exchanges 
that there are are handled by the 
manager or his assistant, which 
keeps customer goodwill. Refunds 
are rarely requested but are grant- 
ed readily. 

Almost all the exchanges are due 
to customers selecting wrong sizes, 
usually for their growing children, 
and without try-ons in the store. 
Even if the shoes show signs of 
wear, they are readily accepted. 
Later these represent the few mark- 
downs, together with the odds and 
ends of women’s shoes at the end 
of a season. 

Eighteen comfortable chairs are 
placed about the department for 
customer try-ons. 

The manager’s regular staff con- 
sists of his assistant manager, a 
rugged stock boy and five girls. 
Extras are called in for the busy 
days. All of the regulars work in 
receiving, marking and arranging 
forward stock, as well as quickly 
replacing shoes taken by customers 
from the display racks. The basic 
reserve stock is maintained by the 
manager, who sends daily requisi- 
tions to Denny in Seattle. 

Five per cent of the total trade 
represents Indians and Mexicans. 
About 3500 Yakima Indians live on 
their reservation near Toppenish, 
which is less than an hour’s drive 
from the store. The Indians are 
good repeat customers and are al- 
ways welcome in other Yakima 
stores. 

Most of the Indians own cars and 
have good buying power. This 
comes from farming and cattle 
raising. Moreover, large payments 
were made to each member of the 
tribe by the Government when 
their traditional fishing rights were 
stopped by the erection of dams. 

The Mexicans are mainly tran- 
sients who come to the Yakima Val- 
ley each fall to help harvest the 
apple and other important crops. 

Gordon E. Roth, manager of The 
Shoe Saloon, came from a farm 
near Alexandria, Minn. His parents 
usually took him along when they 
drove to the nearest shopping cen- 
ter. When they bought him shoes 
in his teens, he felt much at home 
in the local shoe store because he 
liked the smell of leather. He as- 
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sociated this with the familiar 
smell of harness he handled daily 
on the farm when getting the 
horses ready for work. He decided 
that he wanted to work in a shoe 
store in a larger city when he grew 
up. 

At the age of 20, he left the farm 
and went to work as a shoe sales- 
man in a store in Bremerton, Wash. 
This store was part of an impor- 
tant chain that has since gone out 
of business. 

While he was with them, after 
about two years of selling, he was 
appointed manager successively of 
their stores in Tacoma, Seattle and 
Butte, Montana. Each change was 
a promotion. After eight years with 
the chain, he was glad to accept the 
position as manager of the Yakima 
Shoe Saloon. He has now been in 
this position about two years. 

All of Roth’s previous experience 
was with a full selling and service 
firm. They insisted that enough 
time be given by each salesman and 
manager to “proper fitting.” Look- 
ing back, Roth thinks that many 
stores have made a “sacred cow” 
of fitting and that much of the time 
given to this is wasted. The ex- 
changes and returns in his self- 
selection Shoe Saloon have almost 
reached the vanishing point. In his 
former positions, these were high 
and the worn shoes that were re- 
turned made additional markdowns. 

Leon B. Wenrich, Regional Man- 
ager of the Seattle area for Denny, 
said that the enlarged space now 
given to The Shoe Saloon is bring- 
ing fine results. The department is 
leading in sales increases and sat- 
isfactory profit, and he gives the 
credit for this to manager Roth. 


The Feet Nobody Wants 
(CONTINUED FROM PAGE 49) 
As a case in point: Frankie, born 


with elephantitus feet. One foot 
alone weighed five pounds at birth. 
“Frankie,” Miss Gee told us, “was 
brought to L. S. Ayres by his par- 
ents when he was three years old. 
Before that, they had had two pairs 
of shoes made for him at $100 per 
pair. But when they returned to the 
shoeman for a third pair, the cost 
had gone up to $150. 

“At that price,” Miss Gee con- 
tinued, “they decided to try else- 
where and they came to us. One look 


at the boy’s feet and I realized two 
different lasts would be required. 
And because the store had no facili- 
ties for making lasts, I referred 
them to the Foundation for Dis- 
abled Feet in Chicago. They left 
with all the information tucked in- 
side the father’s billfold. 

“Three weeks later they returned. 
Thrilled to see them and thinking I 
had helped them, I said: ‘Hello, there 
.. . how did you find things in Chi- 
cago?’ They said: ‘Miss Gee... it 
was awful. They turned thumbs 
down because he is a child. They 
said he would outgrow the shoes be- 
fore they could be made. But look 
what we have!’ With that, the 
father pulled out a beautiful pair of 
lasts. He had taken balsa wood... 
measured, cut and carved the wood 
in replicas of the boy’s feet. 

“T held the lasts in my hand and a 
million thoughts raced through my 
mind. How could one doubt a par- 
ent’s love... the time, the care and 
the heartaches. I looked at the 
mother and father and I knew why 
God had chosen them to be this boy’s 
parents. 

“Tt was a challenge, and I knew I 
had to help. I picked up the phone 
and tried reaching Thompson Bros. 
in Brockton, Mass. It was Saturday 

. no answer. Then I asked the 
operator to get me Mr. I. Sabel in 
Philadelphia. 

“T shall never forget Mr. Sabel’s 
answer. Having explained the case 
and asked for help, he replied: 
‘Hazel, I won’t say we will make the 
shoes, but we will try.’ I sent the 
lasts airmail that afternoon, insur- 
ing them for $75. 

“In several weeks, the shoes were 
in my hand. To some they looked 
horrible . . . to me they were beauti- 
ful . . . the leather and the precious 
workmanship that had gone into 
them was what I saw. I called the 
parents ... they brought Frankie in 
immediately. I said a silent prayer 
as I slipped the first shoe on... and 
I can’t describe my feeling of relief 
when I felt the fit. Frankie has out- 
grown the first lasts . . . new ones 
have been made... and this year he 
got two pairs of shoes .. . one of 
white buck, the other of brown elk. 
Three guesses which pair he wore 
home from the store!” 

When and how did Miss Gee ac- 
quire her love of people . . . her love 
of shoes? Of people, how does one 
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know ... it is just part of her na- 
ture. Of shoes? Well, she says it 
began when she was five years old 
when Mr. Brewer, who ran a store 
in Delphi, Ind., used to find her the 
prettiest shoe in the store. She espe- 
cially remembers how he padded her 
shoes and did everything possible to 
take up the width ... “my feet were 
so very narrow.” 

Moving to Indianapolis later on, 
she was told by neighbors of Mar- 
rotts . . . a store in which their 
daughter had sold shoes. She de- 
cided to try there... and did so her 
first day downtown following an ap- 
pendectomy. The children’s depart- 
ment was very busy ... but she 
sought out Harry Summers and told 
him of her desire to fit shoes. Right 
then and there . . . bandages and all 

. . she got the job... and stayed 
for more than seven years. 

“But I wanted to do more in the 
orthopedic field. So I applied at L. S. 
Ayres. The store was responsible 
for fitting the children at Riley Hos- 
pital .. . and this was my chance to 
do what I’d always wanted .. . fit 
according to prescription. This de- 
sire, approved by management, led 


May we send you an illustrated brochure? 
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to our entrance into the orthopedic 
business, At first, a small shoe box 
served as a file for case histories... 
today big file cabinets are needed. 

Considered the largest orthopedic 
department in the Middle West, and 
quite possibly the United States, the 
store has over 22,000 active pre- 
scriptions on file. Approximately 
2000 new ones are added each year 
but, Miss Gee says: “Thank good- 
ness in this work we are able to 
mark many cases ‘corrected’ and 
these are pulled and placed in our 
inactive file. More than 35,000 cases 
have accumulated in this inactive 
file.” 

Complete records are kept on all 
orthopedic fittings, along with the 
doctor’s prescription. Prescriptions 
are kept for the customer’s benefit 

. “so that they can be refitted as 
many times as the doctor has indi- 
cated. This also serves for our pro- 
tection . . . proof we have done as 
the doctor ordered. 

“A pharmacy does not return pre- 
scriptions for medicine,” Miss Gee 
points out. “Are not shoes medicine 
for the feet? Therefore, we insist 
on filing prescriptions along with all 





other information—size, stock num- 
ber, corrections added by date.” 

To assure proper records, manage- 
ment has provided Miss Gee’s de- 
partment with special salesbooks for 
orthopedic work. These are pat- 
terned after other books, but have 
special work sheets attached. Sheets 
carry book and check numbers as 
well as all corrections possible. All 
a saleswoman has to do is to check 
the repairs needed. This saves time 
and also is more accurate than writ- 
ing in long hand. 

From 8:30 a.m. to 5:30 p.m. Miss 
Gee is Miss Gee. From 5:30 on, she 
is Mrs. Leonard Hamilton. Leonard 
and Hazel will celebrate their twelfth 
wedding anniversary in December. 
Third member of the family is 
“Willie,” an Angora cat they’ve had 
ten years. Of Willie their cleaning 
woman says: “That cat does every- 
thing but talk and I’m just about to 
understand what he says.” 

Creativity keynotes Mrs. Hamil- 
ton’s off hours .. . she loves to make 
pretty things . . . aprons, Christmas 
wreaths... and she excells at needle- 
point, pettipoint and embroidery. 

(CONTINUED ON FOLLOWING PAGE) 





During the late summer months, 
however, she is more likely to be 
found in the basement . . . canning 
peaches, corn and tomatoes or mak- 
ing jelly, jam and relishes. In this 
effort she gets a big assist from her 
husband. 

“We don’t eat a lot of it,” Miss 
Gee admits. “Just give it to our 
friends.” And once again, we 
glimpse the generous nature of 
Hazel Gee .. . and her Jove of people. 

And of her love of people she adds: 
“And I’m glad they have feet.” 


The Russian Shoe Industry 
(CONTINUED FROM PAGE 51) 
The 


attached union halls (as we’ll see later 


child center, the work center. 
in more detail) serve as the recrea- 
tional center, social activities center, 
educational center, political center, 
etc. Even certain outside activities, 
such as obtaining tickets to certain 
events, the fac- 
tory. The factory is the paternal guide 
appointed by Big Brother to control 


must emanate from 


and steer a large share of the Russian 
worker’s life. 


Their Machines 
The Russians are machine-mad. 
That’s said as a compliment, though it 
leads to shortcomings. They are so 
self-conscious about their past indus- 
trial backwardness that they apply 
themselves to a frenzied drive toward 
mechanization. This applies to the 
shoe industry, and probably to most 
industries. 

So impressed are they with “tech- 
nology” that they'll create a mechani- 
cal monster to do a job that could be 
done more efficiently with a machine 
half the size and cost. Frequently, in 
their drive toward mechanization, they 
give second thought to the end prod- 
uct, the shoe, because they are so mes- 
merized by the machine itself. 

So intense is this feeling about ma- 
chinery magic that long before they 
have reached even a fair standard of 
mechanization in their plants, they are 
already planning and working toward 
automation. Admirable as this may 
he, they are throwing the ball before 
they've caught it. It is likely, however, 
that these problems will eventually 
level out and provide them with the 
plateau of efficiency (America is the 
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constant model) they desire. 

In general, most of the Russian 
shoemaking machinery and equipment 
is relatively old. | saw many imported 
machines, probably bought second- 
hand, from Germany, Italy, the U. S., 
Britain, France and elsewhere. 

However, they’ve developed a grow- 
ing shoe machinery industry of their 
own. It’s called the Special Machin- 
ery Design Unit of the Central Re- 
search Institute of the Leather and 
Footwear Industry. This industry is 
developing some new machines of 
original design, a few excellent, but 
most of the machines are copies of 
existing foreign types, though this was 
denied. 

The shining light is conveyoriza- 
tion. About 90 per cent of their shoe 
plants are conveyorized—far in ad- 
vance of our industry on this point. 
While some of their conveyors are old 
and cumbersome the newer ones ap- 
pear highly efficient. 

The factories are largely mechan- 
ized now—about 70 to 80 per cent 
mechanized. Some 30,000 shoe ma- 
chines have been produced over the 
past five years alone. Frequently, 
however, in the rush to meet quotas, 
machine operation doesn’t come up to 
blueprinted standards. Also, a con- 
stant problem is the lack of machine 
parts for repairs. As a result, there is 
an appreciable amount of “down 
time” (lost time from machinery 
breakdown) in Russian shoe plants. 

The Soviet shoe industry still has a 
long way to go to acquire the needed 
tvpes, quantity and quality of ma- 
chinery and equipment required to 
approach American mass-production 
efficiency standards. But it is taking 
rapid and bold steps in this direction. 
Unfortunately, this is sometimes on 
a hit-or-miss basis. For example, they'll 
create a machine that provides vari- 
ous advantages. But the advantages 
are nullified by bottlenecks elsewhere 
along the line stemming from retarded 
production techniques or inadequate 
equipment. 

The Russians are very much inter- 
ested in buying shoe machinery from 
us (even though they claim they don’t 
need or want our shoes). On Mr. 
Khrushchev’s recent visit to the U. S., 
he told the press in a blurted boast, 


“The Soviet Union is not a colony but 
a great industrial power with great 
industrial capacity which enables us 
to produce all the industrial and con- 
sumer goods needed. So if there is 
any intention to sell sausages or shoes 
tou the Soviet Union, you would not 
find a market for those goods in our 
country.” 

Nevertheless, Mr. Khrushchev is re- 
ported to have told a gathering of 
businessmen that his country would 
be interested in imported shoe ma- 
chinery, among other goods. I was 
personally told by a number of shoe 
industry people in Russia that there 
was a high regard for our shoe ma- 
chinery, and was asked several times 
about the possibilities of some trade 
exchange which would involve Amer- 
ican machines going to Russia. 


Productivity and Costs 

In Russia runs a wild fever about 
the term and idea of “productivity.” 
It is a national fetish. Production 
workers are exhorted in every way, via 
material incentives and appeals to 
pride and patriotism, to meet and sur- 
pass quotas. The most recent drive 
is based on the “pass America” theme. 

But with all the fanatic motivation, 
productivity continues to move at a 
pace far slower than desired or hoped. 
This certainly applies to the shoe in- 
dustry. 

The average per-day output of shoes 
per worker in Russia is about 31% 
pairs. In America, it’s better than 11 
pairs (and in some plants runs as high 
as 17 to 20 pairs). 

As usual, when I asked shoe indus- 
try management people in Russia 
about productivity levels, there was a 
wide difference in replies. Finally, 
after some “arithmetical dickering” 
they agreed that it was around 314 
pairs a day. 

For example, the approximate 22.- 
000 production employes at the Skoro- 
chod plant in Leningrad, where pro- 
duction is 70,000 pairs a day, averages 
out to about three pairs per worker 
daily. At the Paris Commune plant 
in Moscow (40,000 pairs a day and 
14,000 employes), productivity also 
averages around three pairs daily per 
worker. Thus, it was generally agreed 
that 34% pairs was a liberal average. 

We’ve already learned that retail 
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shoe prices are exorbitant in Russia. 
But what about wholesale or factory 
shoe costs? As might be expected, no 
figures at all could be obtained on 
this sensitive point, for they would 
have instantly revealed the enormous 
markup from factory cost to retail 
price. 

In the U. S. and most other coun- 
tries there is a sort of standardized 
pattern of markup, and from this the 
wholesale cost can be figured. In the 
U. S. we, of course, publish “average 
factory value” per pair. Nothing of 
the sort is available in Russia. 

Despite my efforts to relate shoe- 
making costs to their pet topic of 
“productivity” (and productivity must 
be related to unit costs as well as units 
of output), I was repeatedly frozen 
out of any reply. However, on the 
basis of their low per-man-output level, 
we can estimate with justification that 
the Russia’s shoemaking costs are very 
high—more than twice ours. 

(Note: In the next article, Mr. 
Rossi will discuss research activities, 
wages and labor in the Russian shoe 
industry.) 


Retail Trade News 

(CONTINUED FROM PAGE 54) 
leather that mellows and softens the 
more you wear them. (B. Altman & 
Co.) “Sleek, peaked or spectator, 
your pump is a graceful pointed toe. 
(Macy’s) 

Men’s shoes business, which had 
been slow during the last weeks of 
November has begun to pick up. 
Lighter weights and dressier type 
brogues are selling well. There was 
good promotion of boots for men. 


Winter Selling Rises 
To Peak at Chicago 


THE winter shoe selling season 
hits its peak as Chicago shoe re- 
tailers go into one of their best 
months of the year. December tradi- 
tionally is a peak month from the 
sales standpoint. Some of the in- 
creased volume is due to slipper 
sales, which receive heavy promo- 
tion here. But, dress shoes, cruise 
shoes, dress shoes for children, and 
a fair sprinkling of men’s sales also 
contribute to the lively activity. 

Patent has about taken over as a 
volume dress pattern, chiefly in 
pumps, although the demand for 
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sandals is increasing. There has 
been good activity also in a number 
of high fashion patterns. One of 
these has been a pump in a blending 
of French velvet, moire, and satin. 
Another is a nylon velvet combined 
with calf in choices of lilac, oyster, 
and light grey. 

Peau de soie pumps with match- 
ing handbags have also done well. 
So have fabric pumps for afternoon 
and evening costumes. These in- 
clude patterns in black faille, tex- 
ture contrast of moire with velvet 
ribbon, a tapestry pump in muted 
shades, and fold fabric opera pumps. 
Satin pumps trimmed with jeweled 
effects have also done well in such 
high colors as rose pink, citron yel- 
low, delft blue and pompeian rose. 

A surprising number of these 
very high fashion shoes are also 
offered in mid as well as high heels. 
Several of the chains now offer 
dyable satin pumps in a choice of 
heel heights. This puts the mid heel 
definitely in the fashion picture. 
Advertisements featuring mid heel 
fashion shoes are frequent, many 
of them as large as a full page. 

Suede has finally “caught on,” al- 


though calf demand held out longer 
than usual. The bowed pump, in ei- 
ther suede or calf, remains the top 
pattern. There is growing prefer- 
ence for the sandal for evening or 
after five wear. In street shoes, 
there has been good acceptance of 
the stacked heel. 

In men’s shoes, there have been 
good sales in the wing tip and plain 
toe, as well as moc toes and slip-ons. 
A good share of advertising lineage 
this month is being devoted to slip- 
pers as gift items. This is expected 
to be a good slipper year, and there 
has been good response to some 
early promotions in mail order fly- 
ers and gift catalogs. 


Carl Safford, Sr., and his son, 
Carl, Jr., have sold their shoe store 
in Oskaloosa, Iowa, to Charles S. 
Gardner of North English, Iowa, 
and Art Proll and Marty Schroeder 
of Sigourney, Iowa. Mr. Gardner 
will be manager. Mr. Proll and 
Mr. Schroeder will continue to op- 
erate the S. and S. Shoe Store at 
Sigourney, and the Saffords will 
continue to run their five stores 
in Missouri. 
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Ms. Days deal 


‘Thanks 


Infants’ Shoe Buyers All Over America 


We're still aglow over the reception you’ve given our fabu- 
lous line of Mrs. Day’s Ideal Baby Shoes in 1959 . . . proving 
again you know the best line when you see it. 


Heading your way for 60 are new exciting styles in crib, 
soft sole, intermediate and flexible walking shoes . . . head 
and shoulders above the ordinary in originality, use of smart 
new materials and sound constructive shoemaking. 


At this festive season may we also extend sincere wishes for 
a very Merry Christmas and a Happy New Year. 


Gdeal BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


71 WEST O6TH ST. 024-A MERCHANDISE MART 6-104 MERCHANDISE MART 
NEW YORK 1, NY CHICAGO 84. ILLINOIS DALLAS, TEXAS 
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so slim! 


so new! 


SO p-e-n-n-y-w-i-s-e, too! 


NEW! 
‘“*SLENDER-TOE”’ 


SEBAGO «MOC 


(™) 


priced 
at only 
$4.00 


7652 — Brown 
7662 — Red 

7672 — Black 
7692 — White Bark 


4652 — Brown (Plain Tip) 
4672 — Black (Plain Tip) 


6 new in-stock styles 
for women 


Just out a short time . . . yet already among our 
best sellers . . . is this new slim-line ‘“‘flat’’ with 
tapered toe. Snug heel fit. AND remember .. . 
smart, in season- every season styling means 
year-round sales for you! One glance at these 
outstanding customer advantages, and you'll 
know why it’s going places. . . FAST! 


e@ Mellow-rich, hand-rubbed leathers 
e Soft foam backing on sock lining 

e Long-wearing Neolite sole 
= 


Sebago craftsmanship... assures 
extra attention to detail 


Low price 


FREE! Write for NEW CATALOG SHOWING COMPLETE LINE! 


SEBAGO-MOC Company 
Westbrook, Maine 
In Canada-Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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-.-- Salesmen on the Road 





by BERNICE S. DECKER 


Letter from Winnipeg 

THIS column evidently is well 
read. As a result of a profile which 
appeared here on Paul D. Cook, 
treasurer of NSTA, Mr. Cook re- 
ceived a letter from a Canadian 
shoe traveler in Winnipeg, Mani- 
toba. The letter writer covers the 
prairie provinces. He reported that 
although there are some general 
associations for travelers in Can- 
ada, there is none for shoes. He 
asked help and suggestions for 
forming one. 


Guilty of ‘Murdering Sales’ 

AUTHENTIC subpoenas, wailing 
sirens, courtroom scenes, “wanted” 
posters, paroles, and nicknames 
reminiscent of the Dillinger era 
characterized the unusual approach 
of Leverenz Shoe Company, She- 
boygan, Wis., to its annual sales 
conference this fall. 

Invitations in the form of sub- 
poenas, signed by the local chief of 
police, directed salesmen to appear 
on suspicion of “murder of a sale.” 
There was a mass arrest by Calu- 
met Keystone Cops; the salesmen 
were presented with black and 
white prison shirts which they wore 


for the remainder of the week. 
They were hustled into a truck for 
the trip to the factory meeting 
room. 

There, amid courtroom surround- 
ings, “Judge” Carl H. Esch, the 
firm’s secretary-treasurer, called on 
the “prosecuting attorney,” Robert 


Send contributions to: 
on the Road Dept., 2 


Mrs. Bernice S. Decker, Salesmen 
28 Greenwood Blvd., Evanston, Ill. 


” 


sorrows” were the crimes discussed 
at the various sessions. 

Personal interviews with top 
production personnel were _ inter- 
spersed with other portions of the 
program. 

There were factory tours so that 
each group could become better ac- 





JUSTICES 


ORWORARS Oa LSU 
a 


Striped "prison" 


shirts are the fashion for officials and salesmen of Leverenz 


Shoe Company at sales conference—except for "Judge" Carl H. Esch, who wears 


judicial robes at mock trial. 


McCord, local chamber of commerce 
president, for a welcome, and pres- 
entation of the case. 

It was decided through the testi- 
mony of various witnesses, that 
management, production and sales 
were all guilty of the murder of 
sales during the past year in one 
way or another. So the meeting 
was built around constructive ideas 
to avoid future “mass murder.” 

“Murdering buyers,” “killing 
time,” “hit and _ run _ selling,” 
“strangling facts” and “drowning 


The charge: murder of sales. 


quainted. A highlight was a joint 
dinner meeting of management, 
salesmen and supervisors. 
Personnel, other than salesmen, 
participating were Clarence C. Lev- 
erenz, president; Carl Esch; Robert 
H. Leverenz, vice-president; John 
H. Esch, vice-president and sales 
manager; Kenneth C. Buesing, di- 
rector of research; Anton Knaus, 
general superintendent; Fred N. 
Miesfield, office manager and direc- 
tor of accounting, and George A. 
Friedley, assistant sales manager. 





BEN BERWALD. newly elected 
president of National Shoe Travelers’ 
Association, is a native Texan and has 
concentrated all of his shoe business 
life in his home state or the neighbor- 
ing Southwest. 

He became president at the annual 
convention in October in Chicago, hav- 
ing previously served as first vice- 
president. He’s a past president and 
has held other offices in Southwestern 
Shoe Travelers’ Association. He cur- 
rently represents Bobby Beck, Inc., of 
Nashua, N. H., which he joined last 
August. 

He started his traveling life selling 
(appropriately enough for Texas) 
Acme cowboy boots, and for the past 





SPOTLIGHTED SHOE TRAVELERS: 


Ben Berwald 


11 years was with John A. Frye 
Company, Inc., Marlboro, Mass. 
His present territory, in addition to 
Texas, includes California, Arizona. 
New Mexico, Colorado and Kansas. 

His start in the shoe business goes 
back to the retail side of the street in 
1924 in Dallas, where he still lives with 
his family. 

He also covers the entire U. S. for 
Self-Serv Shoe Fixture Company ol 
Dallas, a company in which Mr. Ber- 
wald has an interest. He is secretary- 
treasurer of the organization and in 
charge of sales. He was instrumental 
in developing the fixtures through his 
observation of the need and adaptabil- 
ity to retail shoe selling. 


Shoe 





BEN BERWALD 
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Letters... 


‘Regional Shows’ —Continued 


In an “Inside Shoe Business” article 
appearing September 15, Field Editor 
William A. Rossi said the regional 
shoe show cannot substitute for the 
national show, though it does have a 
convenience value. The article pro- 
voked comment in the “Letters” col- 
umn of November 1. Now another 
group takes issue with Mr. Rossi’s 
stand; 


Editor: 

We noted, with extreme regret, the 
article by Bill Rossi in your September 
15 issue. Surely this is not journalism, 
up to the usual standard of either Boot 
AND SHoe Recorver or of Bill Rossi. 

We consider it most unfair of Bill, in 
his effort to promote the national shows, 
that he chose to deprecate the regionals, 
and that he chose for his title “Regional 
Shows” when the subject was “National 
Shows.” 

There is no area of conflict between 
national and regional shows—one sup- 
plements the other. As the article states, 
“a national show is a clearinghouse of 
shoe business ideas geared to the forth- 
coming season,” and “the regional shows 
serve a definite purpose.” That purpose, 
we submit, is the buying and selling of 
shoes. One is for discussing business, 
the other for doing business. 

It should be obvious to you that “all” 
retailers cannot attend a national show, 
not even “all successful firms.” (Surely 
a careless statement in the article.) 

It is not likely Chicago or any other 
location can accommodate all the in- 
terested persons from 30,000 retail op- 
erations. Nor is the Popular Price Show 
in New York practical for all, located, 
as it is, 3000 miles from the West Coast. 
(Is it practical for any with its late date 
in December?) And St. Louis cannot 
serve all until it expands facilities far 
beyond its present capacity. 

You are invited to consider that all 
these shows aré poorly timed and would 
benefit from earlier, realistic dates. 

We protest specifically Mr. Rossi’s use 
of the following expressions which are 
used as generalities without supporting 
evidence and are without a foundation 
in facts: 

(a) “The increasing number of re- 
gional shoe shows has now reached the 
‘problem stage.’ ” 

(b) “This is leading the industry to 
no good end.” 

(c) “This trend... 
some, undermining effects . . 

We submit that if “there are now 150 
regional shows” and they “continue to 
sprout with . . . persistence” then this 
in itself is sufficient evidence of their 
vitality and their increasing importance 


may well have 


” 
. 
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to the retailer, the manufacturer and the 
traveler. 

Only at a regional show, in a sample 
room, can a traveler properly and _ in- 
telligently present his product to a maxi- 
mum number of interested retailers. The 
conscientious traveler is well aware that 
spreading a case of samples around a 
retailer’s busy store is “peddling” in its 
purest form, and that he cannot set up 
sample rooms in every town and cover 
the territory in scheduled time. 

In conclusion, please believe that we, 
too, should like to see greater interest 
and better attendance at Chicago and 
other shows of a “national” character. 
Perhaps Boot AND SHOE RECORDER can 
serve the industry to better purpose if it 
takes advantage of its excellent facilities 
to stimulate, promote and encourage new 
ideas, new services and better dates for 
these larger shows. 

Editorials that disparage regionals and 
that lecture retailers cannot do the job. 

WILLIAM C. SHORT, PRES. 
OHIO SHOE TRAVELERS CLUB 
COLUMBUS, OHIO 


Mr. Rossi’s Reply: 
Dear Mr. Short: 

You say “this is not journalism.” Is 
journalism to be defined as only some- 
thing with which a reader agrees? 

I stand pat on my three statements 
which you enumerate. I contend that 
when the retailer remains “local” in his 
thinking and participation in trade 
events, he is undermining his competitive 
position. 

The intensifying plight of the inde- 
pendent and grass-roots retailer is well 
known. One good reason is his isolation- 
ism. Some facts: today, 41 per cent of 
all retail shoe sales are done by national 
chain organizations. Only five years ago 
it was 37 per cent; 15 years ago it was 
30 per cent. By contrast, the share done 
by independents and the grass roots 
group has shrunken to only 33 per cent 
(as compared with nearly 50 per cent in 
1939). Note one distinction between the 
two: one group is national in thinking 
and participation, while a good share of 
the other remains in localized isolation. 

You declare that the current high 
figure of 150 regional shows is “evidence 
of their vitality and increasing im- 
portance.” Well, in 1946 the number of 
shoe manufacturers had swelled to nearly 
1500. Today it’s down to 900—and will 
shrink appreciably more. The inevitable 
law of expansion and contraction will, I 
believe, apply to regional shows, as it 
has to shoe manufacturers and as it does 
even to breathing. 


Popular Price Shoe Show of America, 
New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton- 
Atlantic Hotels and New York Trade 
Show Building..November 29-December 3 
National Shoe Fabric Assn., Fall 1960 
Trade Show, Hotel New Yorker, New 
December 
Allied Shoe Products Show, Fall and 
Winter 1960, New York Trade Show 
Building, New York. .....December 
Leather Show, Fall and Winter 1960, 
Tanners’ Council of America, Statler 
Hilton Hotel, New York..December 17-18 
Philadelphia Wholesale Shoe Mart, 
Philadelphia Shoe Associates, Fourth 
St. area showrooms, Philadelphia 
January 10-12 
Twin City Shoe Guild, Shoe Fair, St. 
Paul Hotel, St. Paul, Minn. 


15-17 


15-18 


January 16-18 
Empire State Footwear Assn., Inc., An- 
nual Show and Convention, Onon- 
daga Hotel, Syracuse, N. Y. 
January 24-26 
Pennsylvania Shoe Travelers Assn., Inc. 
Summer Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
February 7-10 
Mid-Season Shoe Fashion Week, Na- 
tional Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., National 
Assn. of Shoe Chain Stores and New 
England Shoe and Leather Assn., 
Waldorf-Astoria Hotel, New York 
February 14-17 


North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland Hilton Hotel, 


Cincinnati, O. .. May 13-16 





If, as you say, the sample room of a 
show is the only place a traveler can 
properly and intelligently present his 
product to his customers, then this infers 
there is diminishing need for the traveler 
to be on the road and render a service 
to his accounts. If, as you imply, the 
purpose of the traveler is to sell—and 
that selling is done best in show sample 
rooms—this sounds like a death knell 
for the traveler. 

I do not believe that. What I have 
good reason to believe is that the role of 
the traveler will and must expand beyond 
selling alone (as it has in other indus- 
tries) to mature into retail counseling 
and special servicing. 

This is not a matter of national shows 
being better than regional shows, or 
vice versa. We stated flatly that each sup- 
plements the other. But a blanket de- 
fense of the regional show as something 
to take the place of national shows is, 
in my opinion, a stand for even greater 
isolationism—the very isolationism which 
is a growing threat to the competitive 
well-being and survival of the grass- 
roots retailer. 

WILLIAM A. ROSSI 


Boot and Shoe Recorder 





Shoe News 





LS. Campaign Urges: Buying Mood Prevalent at Atlanta 


‘Feet First’ in Apparel 


BOSTON—A nationwide cam- 
paign urging the consumer to look 
on shoes as a major part of apparel 
planning has been launched by In- 
dependent Shoemen. 

The association, representing 
2000 independent manufacturers, 
wholesalers and retailers, said the 
campaign is intended “to help the 
public understand the true function 
of shoes in today’s wardrobe.” To 
promote footwear purchases as part 
of the wardrobe rather than as a 
single item, I.S. has adopted the 
slogan, “Let’s Go ‘Feet First’ in the 
1960 Wardrobe.” 

Retail members have received 
window banners proclaiming this 
slogan. 

“Shoes are the foundation of the 
wardrobe,” said Frank Underhill, 
executive director of I.S. “Yet com- 
paratively few people realize this 
when making apparel purchases. As 
a result fully half of the public gen- 
erally wears the wrong color or 
wrong style shoe in relation to the 
rest of the ensemble.” 

In the latest issue of its “Opera- 
tional Know-How” series, LS. 
pointed out that the shoe industry 
alone of the various apparel pro- 
ducers has not yet adopted ward- 
robe merchandising in its sales ap- 
proach. 

“If the shoe industry hopes to 
increase its per-capita sales rather 
than depend upon population 
growth for increased sales, it must 
learn how to merchandise shoes as 
part of the wardrobe,” Frank Un- 
derhill declared. 

“Shoe stores have traditionally 
displayed and merchandised foot- 
wear only as footwear rather than 
as an important part of the ward- 
robe which must go with a certain 
color or type of clothing or mate- 
rial,” Mr. Underhill said. “If they 
were to revise their approach to 
display, advertising and actual sel- 
ling to emphasize the wardrobe as 
a whole, consumers would become 
more shoe-conscious.” 

The new IS. booklet is titled 
“How to Sell Shoes to Fit the Ward- 
robe.” 
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Good crowds were the rule at the 
Southeastern show. For spring 
and summer, white is No. 1. The 
more than 1000 buyers at the 
show gave imports a big play. 


By ROBERT H. BROWN 


ATLANTA—More than 1000 reg- 
istered buyers, plus an unknown 
number who failed to sign in, landed 
early and stayed late at the South- 
eastern Shoe Travelers’ spring show- 
ing, November 8 to 11. 

As late as Tuesday afternoon they 


It is also becoming more apparent 
every year that this is a show the 
small town buyers in the southern 
states like to attend, especially with 
good air transportation available. 
They can dash in here, get their 
business over and be back home 
in time for the weekend rush. At- 
tendance was good from as far away 
as Kentucky and as far south as the 
Florida Keys. 

No doubt about it: this is going 
to be another big season for white in 
Dixie. White was the number one 
color bought in every style available, 


New officers of Southeastern Shoe Travelers, elected at spring showing, are (left 

to right): Ted Hinds of Foot Flairs, treasurer; E. L. Miller of Pan American Modes, 

president; Dick King of Midwest Footwear, Inc., vice-president, and Edward Bomar 
of Brown Shoe's Naturalizer division, secretary. 


were still signing in, and going to 
the displays in a buying mood. 

Sunday’s opening crowd was one 
of the best in many years, and 
throughout the four days good 
crowds were around the four hotels. 

Almost without exception, exhibi- 
tors reported the customers were in 
a much better frame of mind than 
at recent shows held here. There was 
hardly a mention of price structures, 
indicating the period of price ad- 
justments may be over so far as 
resistance is concerned—at least for 
the present. 

However, it was quite apparent 
that low-price imports were getting 
a tremendous play. Italian straws 
and leathers were doing a very good 
business and exhibitors showing 
these were kept busy booking or- 
ders. 


from wedges to flats to pumps and 
straps. But the pastels—blues, reds, 
orange, pink—were in there giving 
whites a pretty good run for the 
money. Another pastel item reported 
getting good response was a candy 
stripe mixture with a vinyl trim. 

Straws were strong and indica- 
tions were that they would hit the 
early spring market in practically 
all styles: wedges, flats, both open 
and closed, and the 14/8 with swing 
heels. Buyers of straw were looking 
more for ornaments, claiming that 
they sell these items more than any- 
thing else. 

Soft textile leathers in a variety 
of colors sold well, too. These were 
in bones and the pastels. Again, 
bows and some conservative orna- 
ments on these were proving to be 

(CONTINUED ON PAGE 78) 
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Orders on Upswing at Boston Show 


The number of buyers at the 
Parker House was up 20 per cent 
from a year ago. Despite dis- 
appointing fall sales, retailers 
placed a healthy volume of orders 


for women’s and children’s shoes. 


By OWEN THOMAS 

BOSTON — A healthy volume of 
business was booked at the Spring 
Shoe Show held at the Parker House 
here November 8-11 under the spon- 
sorship of the Boston Shoe Travel- 
ers’ Association. 

Not only was buyer 
attendance at least 20 
per cent larger than at 
this time last year, but 
firm orders for women’s 
spring and summer 
shoes were uniformly 
larger than at any pre- 
vious show since the 
early 1950’s. More than 
200 branded lines were 
spread in the hotel sam- 
ple rooms. 

It was apparent that 
while fall business has 
been disappointing in all 
six of the New England 
states, this fact did not 
color the thinking of 
retailers in planning their spring 
buys. They specified deliveries rang- 
ing from early December to mid- 
February. 

Sizes were written on practically 
all types of casuals as well as on 
dress types. In this category, pumps 
continued to be the leaders, although 
there was what one exhibitor char- 
acterized as “hesitant” buying of 
opened-up types. 

Second in importance was the bus- 
booked on children’s shoes. 
Here the swivel strap was reported 
to have been one of the best sellers. 
In colors and materials black patent 
was the leader. But there was a fair 
demand also for bone, white and 
black in smooth leathers and for vel- 
vets in brighter colors. 


iness 


Men’s shoes were not bought in 
quantity since these are usually slow 
in getting under way. Exhibitors, 
however, were confident that retail- 
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ers would be in the market within 
a few weeks following the close of 
the show. The exhibitors predicted 
a good season ahead for casuals of 
the newer types seen this fall, and 
also for shoes with perforated vamps 
for summer selling. 

Speaking to salesmen and their 
retailer guests at the association’s 
annual luncheon meeting was Miss 
Charlene Osgood, director of the Kid 
Leather Guild. She predicted that at 
some time in the future, perhaps in 


Howard W. Harrison, newly elected president of the 

Boston Shoe Travelers’ Association, and Sidney Sand- 

ler, vice-president, with Miss Charlene Osgood, direc- 

tor of Kid Leather Guild and speaker at the associa- 
tion's annual luncheon meeting. 


the 1960’s, women will be offered 
shoes so light in weight, so soft and 
so flexible that two or three pairs 
can be doubled up and carried in 
their bags. These, she said, will be 
made of leather so much softer that 
a new method of tannage will have 
to be devised and manufacturing 
processes will have to be altered in 
order to turn them out in quantity. 

In the immediate future, next year 
in fact, she believes dress shoes will 
be seen in unlined types with stacked 
heels, as they were this year in cas- 
uals; that spectators in both smooth 
and textured leathers will be good; 
that vinyl will be used freely as a 
base for sandals; that more kid will 
be used in dress shoes than in the 
last 10 years; and that pointed toe, 
high heels will be sold for after-five 
wear. In general, Miss Osgood said, 
shoe design will tend to have simple, 
refined lines. 


Basic colors next spring, Miss Os- 
good concluded, will be bone, black 
patent, medium browns and, for 
Easter selling, blue and bright red. 
Later in the season white and off- 
whites will be better even than they 
were in the spring and summer of 
1959. Promotional colors include the 
pastels: blue, pink, yellow, green and 
the newer sun-tan. 

At the association’s annual meet- 
ing, Howard W. Harrison was 
elected to succeed Al Prudhomme as 
president. Sidney Sandler was 
elected vice-president. Re-elected 
were A. Philip Richards as secre- 
tary-treasurer and Sydney L. Curry 
as assistant to the president. Mem- 
bers of the executive committee in- 
clude Irwin E. Finke, Ted Feret, 
Mr. Prudhomme, Chris Anderson, 
Malcolm McCollom and Eddie Groi- 
pen. 


Florida’s Cowen Chain Plans 
10-Unit Expansion Program 

MIAMI Cowen-Bulbin Shoe 
Stores, Inc., plans to open between 
10 and 12 new stores in Florida at 
a cost of more than $3 million, ac- 
cording to Howard Ross, general 
manager of the three Cowen outlets 
in downtown Miami and Miami 
Seach. 

At least two new stores will be 
opened in the next few months, Mr. 
said. One will be in Fort 
Lauderdale and another in Dade 
County. 

Established in Miami in 1912 by 
the late Morris L. Cowen, the shoe 
chain is now a 60 per cent sub- 
sidiary of International Shoe Com- 
pany. Mr. Ross is a part owner. 

The growing importance of shop- 
ping centers dictated the decision 
to expand from downtown locations 
into outlying areas, Mr. Ross said. 
The new stores will sell men’s and 
women’s footwear in the medium 
and higher price ranges. 


Ross 


Unions Donate to Charities 

NEW YORK—Locals 287 and 
1268 of the Retail Shoe Employees’ 
Union, AFL-CIO, have donated 
$10,500 to New York City charities. 
The two unions have given $200,000 
in the past 12 years to charitable 
and philanthropic organizations. 
Each year the unions conduct a 
show and dance, with the proceeds 
going to charity. 
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Edison Adds Three Baker’s 
Units and One Leed’s Store 


ST. LOUIS — Edison Brothers 
Stores, Inc. concluded its fall ex- 
pansion program (18 new stores 
since July 30) when it added four 
units last month, making a total 
of 356. 

A new Leed’s unit opened in the 
savfair shopping center in San 
Leandro, Calif. Three  Baker’s 
stores made their debut: the first 
of the chain in Brooklyn, at Fulton 
and Bridge Sts., another in Cincin- 
nati at 533 Race St. and the third 
in Upper Darby, Pa., a Philadelphia 
suburb. 

Reuben Sarver was appointed 
manager of the San Leandro Leed’s 
with Herman Lifschiz as regional 
manager. Charles Moran is man- 
ager of the Baker’s in Brooklyn. 
with Elmer L. Jeffryes the regional 
manager. Argle Gentry has been 
named manager of the Baker’s 
store in Cincinnati, where Robert 
S. Brittain is the regional manager. 
Leonard Hubbard was appointed 
manager of the new Baker’s in 
Philadelphia, with Harold L. Moore 
as regional manager. 





We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


shoe stores, 
drive-ins 
and 
shoe 
promotion 
buyers 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You 
Set Up a Profitable Operation 


Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Louis 3, Mo. 


1215 Washington Ave. 
Sample Rooms: Los Angeles 
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MASTA Exhibitors Report Spotty Buying 


PHILADELPHIA — Buying was 
spotty at the MASTA Spring Show- 
ing held at the Hotel Benjamin 
Franklin here, November 8-10. 

Traffic thronged the halls and 
showrooms on Sunday and some 
travelers enjoyed sustained buying. 
But most travelers reported retail- 
ers reluctant to commit themselves 
in the face of the extended steel 
strike—despite the court-ordered 
return to the mills on the eve of 
the show. 

Monday and Tuesday traffic was 
slow, with renewed activity re- 
ported Tuesday evening. The spring 
showing was the second in a new 
series of shows sponsored solely by 
the Middle Atlantic Shoe Travelers’ 
Association. 

Show President Martin Stein 
said, “We’re educating the retailers 
to MASTA’s new shows in Novem- 
ber and May. It’s going to take a 
while but progress has been made.” 
A total of 63 exhibitors showed 72 
lines. At the fall showing last May, 
45 lines were shown. 

Popular styles in women’s shoes 


included a smooth and suede com- 
bination with stacked leather me- 
dium heel and light, gold buckle 
ornament. Two casuals that re- 
ceived attention were a synthetic 
fabric flat with corded net-like sur- 
face treatment and sole of soft 
upper leather; and a_ brushed 
leather flat with moccasin front 
simulated in white thread, and 
leatherette bow. 

Also noted were vinyl fabric 
shoes with boarded crepe soles and 
functional strap and buckle or 
ghillie strap treatments. 

A children’s seller was a sueded 
leather candy-stripe style with 
black piping on the topline and 
around the inside of the lace stay. 
A black suede flat with moderately 
pointed toe and elasticized top line 
aroused interest. In men’s shoes 
novelty types in buck styling sold. 

MASTA officers elected for 1960 
are Mr. Stein, president; Eugene 
Sackett, first vice-president and 
recording secretary; Al Mayer, 
ond vice-president, and Joe 
nock, treasurer. 


sec- 
Ban- 
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Junior Arch Preservers 
know NO seasons! 


THINK OF IT! A nationally famous line of shoes you 
sell all year around! It’s no dream. It’s a reality when you 
sell Junior Arch Preservers by Medic. 
Medic shoes are heavily advertised to the medical pro- 
fession—and doctors prescribe and recommend Junior 
Arch Preservers to meet their little patients’ special 
needs. Yes! Here at Medic we keep filling our accounts’ 
needs from Softees to the most professional Medic shoes 
—every day in the year!.. 
descriptive literature, FREE BOOKLET 
on prescription fitting. 


Why? Because 


.Write today for catalog, 


Stunior 


ARCH “, og 


me, 


MEDIC SHOE MANUFACTURERS, INC. @ PHILADELPHIA 7, PENNSYLVANIA 


For Mild Supination 
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Buying Up 10-15% at Ohio Show 


By MARDO WILLIAMS 

COLUMBUS, O. — Ohio’s shoe 
merchants, cheered by reopening of 
the steel mills and economic fore- 
casts of a prosperous 1960, bought 
optimistically during the three-day 
Ohio Shoe Fair at the Deshler-Hil- 
ton Hotel. 

Representatives of some 125 lines, 
shown on seven floors of the hotel, 
said traffic (more than 500 retailers) 
was good and buying was better. 
Spokesmen estimated dollar volume 
was 10 to 15 per cent better than a 
year ago. 

Retailers in most instances said 
they were relinquishing their “buy 
as we go” policy and ordering more 
substantially to replenish inven- 
tories. 

Strong consumer purchasing was 
a factor in renewed confidence, as 
was a belief that general business 


conditions will improve throughout 
the first half of the new year, then 
continue strong during the latter 
half. 


Men More Style-Conscious 


Members of the sponsoring Ohio 
Shoe Travelers Club and manufac- 
turers’ representatives said renewed 
efforts to make men style-conscious 
about their shoes have started to 
pay off. 

Reindeer leathers, ventilated toes, 
shadow tones (black on brown), slim 
trim treatment and lighter weights 
were used to attract the male shop- 
per. 

Sturdy pigskin leathers, in col- 
ors and impregnated with a water- 
proofing element, are gaining in 
popularity among boys. 

A strong swing to barefoot san- 
dals was noted as were new designs 
and colors for girls in tie oxfords. 





Rauch Named President of Miami Beach Show 


ATLANTA—Jack Rauch of Pan 
American Modes was named presi- 
dent of the Miami Beach Shoe Show 
at a runoff election 
here during the South- 
eastern spring show. 
Lynwood Conrad of 
Life Stride was elected 
vice-president. 

The runoff was held 
since association rules 
require a majority vote 
for election. At the 
original balloting dur- 
ing the Miami Beach 
show in September, 
Mike Harris had been 
declared re-elected as 
president and Edward 
Gralnick was named 
VP—but these men did 
not receive a majority. 

Morris Segall of Vogue Shoe, 
Inc., previously was elected treas- 
urer with a majority vote. 

Elected board members were: 
Harold Steele, Ted Hinds, Ed Clasz, 
Edwin Solomon, Al Pergament, 
Jack Cooper, Keith Williams, Larry 
Mock and Harry Cawn. Election of 
Mr. Conrad leaves a vacancy on the 
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board which will be filled later. 
The 1960 Miami Beach show will 
open September 25, it was an- 


Miami Beach Shoe Show officers are (left to right): 
Morris Segall, treasurer; Jack Rauch, president, and 
Lynwood Conrad, vice-president. 


nounced after a special meeting of 
the officers. The show will again be 
held at the Deauville Hotel. 

Plans are in the making for a per- 
manent headquarters, Mr. Rauch 
said. Mrs. Rauch will serve as per- 
manent secretary, he added. She 
has been filling the post on a tem- 
porary basis. 


The new wall toe last showed a de- 
cided gain among girls’ dress shoes, 
with pumps and swivel straps popu- 
lar. 

Shaped Cinderella heels, washable 
nylon velvets, and the flexible-light- 
weight-sturdy designs, some in pas- 
tel shades, were hailed by merchants 
as giving the little miss more of the 
grownup features prized by her 
mother. 

Lustre leathers were good in wo- 
men’s dress shoes, as were the me- 
dium-height stacked heels, chalky 
pastels, opened-up-type sandals and 
crushed-type kids. Meshes are back 
in the picture, one traveler said. 

Most popular were patent leath- 
ers, the bones, blue and highlight 
colors. Muted tones were in demand. 
Fabrics were in fair demand and 
vinylite was strong. 


Moccasins Move Well 

Reds and pastels proved popular 
with buyers of women’s sports and 
casual shoes. Big sellers were moc- 
casins and slipons with low stacked 
leather heels, ribbed soles and soft 
kid leather. 

Punched pigskins of black, white 
and bone colors attracted interest 
for late winter and early spring sell- 
ing, and straws were in demand for 
later shipment. 

In casuals as in other lines, in- 
terest also was shown in the lustre- 
type soft leathers. 

William C. Short of Columbus, a 
traveler for the Acrobat Shoe Com- 
pany, was re-elected president of 
the Ohio club. Tom Perkins (Amer- 
ican Gentleman division of Crad- 
dock-Terry Shoe Corporation) was 
named first vice-president; A. T. 
Maniace (Friedman-Shelby division 
of International Shoe), second vice- 
president, and Robert Dowling (Air 
Step division of Brown Shoe), sec- 
retary-treasurer. 


Chicago Chain Appoints 2 


CHICAGO — Two key executive 
appointments have been announced 
by O’Connor & Goldberg, Chicago 
independent shoe chain. Harry 
Roseman, who has been women’s 
buyer for many years, has been 
made vice-president in charge of all 
merchandising. Peter L. Meyer, 
who has served as comptroller for a 
year and a half has been appointed 
treasurer. 
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New Ohio Shoe Retail Group 
Plans Workshop Next May 


COLUMBUS, 0O.—The embryo 
Ohio Shoe Retailers Association, 
formally organized during the re- 
cent shoe show here, announced 
plans for the nation’s first complete 
retail shoe workshop on the state 
level next May. Nationally known 
experts will discuss personnel, mar- 
keting, advertising and promotion, 
display and other problems. 

The workshop is expected to at- 
tract retailers from throughout Ohio 
and from parts of five surrounding 
states. 


The association voted to affiliate 
with the Ohio State Council of Re- 
tail Merchants. In addition the 
group elected Thomas Carton of 
Coshocton as its first president. Carl 
Kirkland of Kenton is vice-president 
and Stark Altmaier of Columbus is 
treasurer. Larry Minor, Columbus, 
and John Morgan, Parkersburg, 
W. Va., directors of the National 
Shoe Retailers Association, acted as 
advisers. The association was as- 
sured of help in conducting the 
workshop. 


Long Island 1-Day Show Draws Buyers from 190 Stores 


GARDEN CITY, L. I—When the 
New York Boot and Shoe Travelers’ 
Association planned its one-day 
local show at the Garden City Hotel 
on Long Island, it was in the nature 
of an experiment. 

The group wasn’t disappointed. 
Each of the 24 exhibitors at the 
Sunday, November 8, show reported 
the event was a huge success. Re- 
tailers began to arrive almost as 
soon as the exhibit rooms opened 
at 9:30 a.m. By day’s end more 
than 190 store names had been 
recorded and attendance was close 
to 500. 

This local show was not a com- 
pany deal. The sales representa- 
tives paid their own way; but many 
said later they thought the money 
well spent. They thought the hotel 
was ideally situated and easily ac- 
cessible for buyers. 

So satisfied, in fact, were the 
travelers —and so convinced that 
their idea of a local show was prac- 
tical and full of potential—-that be- 
fore the day was out they had ar- 
ranged for next year’s show. It will 


be held at the same place, Novem- 
ber 13, 1960. 

Many of the retailers who at- 
tended last month’s showing con- 
sidered the day a Sunday outing 
with their families. They came 
from all over the Island as well as 
Brooklyn. Observers said there was 
opportunity for a “leisurely visit.” 

In exhibit rooms there was a con- 
centration of men’s and children’s 
shoes plus a few women’s lines. 
Most buyers placed orders for de- 
livery in January, February and 
March. Those who didn’t write 
sizes here, took note of the styles 
and patterns they were interested 
in, indicating they would confirm 
the orders after returning to their 
stores. 

With traffic as heavy as it was, 
sales representatives were bound to 
get an interplay of regular, new 
and prospective customers. Check- 
out time was 3 p.m. Monday, and 
many salesmen made definite ap- 
pointments for the local merchants 
to come back and complete their 
transactions. 





what's the price of 
customers these days? 


—> 
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Ever consider the cost of a new 
customer? The time, effort, ex- 
pense of luring him into your store. 
Transient shoppers, with no loyalty 
for any one retailer, make the 
average cost out of proportion to 
the sale. 


Repeat customers lower the 
average cost and mean 
greater profits. The aston- 
ishing increase in Foot-So- 
Port sales is based on “re- 
peat” business. We like these 
customers. You will too... 
for years. 


“The only shoe of its kind in America” 


FOOT-SO-PORT SHOE CO. oconomowoc, Wis. 


December !, 1959 


FOOT-s0-PORT 


$012 
TAN LUXOR CALF 


Munrebeck 


SHOES 





| can’t SLEEP 


. toss and turn all night, thinking 


about the few manufacturers who still 


won’t wake up to the fact that 
at least one good Kangaroo 
pattern is the secret of extra sales. 
Genuine Kangaroo is available 
from William Amer Co. 
Surpass Leather Co. 
Ziegel, Eisman Co, 
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Optimism Sparks Business at Kansas City 


By ELSIE WRIGHT 


KANSAS CITY, MO. — Exhibi- 
tors at the Heart of America Fall 
Shoe Show here in mid-November 
agreed with Clarence E. West, sec- 
retary-treasurer of the Central 
States Shoes Travelers, that the 
show was one of the most profitable 
on record. 

Some salesmen estimated the in- 
crease in business over last year at 
50 per cent. Others reported their 
best sales in the history of 30 semi- 
annual shows sponsored by the asso- 
ciation. The consensus of opinion: 
there’s a good spring ahead in the 
Middle West, and there’s plenty of 
selling of winter shoes to be done 
in the intervening months. 

Prospects for good winter busi- 
ness were produced by the fact that 
early cold snaps had hit the Central 
States, and predictions of an un- 
usually cold winter had sent fami- 
lies into shoe stores. Several sales- 
men reported that on their calls in 
the two weeks preceding the show 
they had found stocks low or aver- 
age and retailers ready with re- 
orders that promised record sales. 

Optimism for spring sales was 
based on three factors: Business 
and farming conditions in the area 
are good; the steel strike had not 
had a serious effect in the Central 
States; and acceptance of 1960 
styles by buyers is positive. 

Interest at the show indicated 
that for early spring the closed toe 


in both the single needle and oval 
styles will be popular. Patent and 
bone are about evenly in the lead in 
colors in dress shoes, while bone and 
white are ahead of pastels and 
bright hues in casuals. 

For summer any type of shoe that 
can be stepped into is expected to 
be a good seller among customers 
interested in a cool shoe in the new- 
est styles. Buyers were interested 
in open casuals, but they were 
stocking a good supply of footwear 
for the woman who wants a true 
shoe, comfortable, with basic good 
styling and a 14/8-18/8 heel. 

In men’s shoes there was no doubt 
that the slipon is still a big item. 
For older men the spring picture, 
as indicated by Midwestern buyers’ 
interest, will see acceptance of the 
dressier casual, continued interest 
in swirl treatments and the over- 
whelming popularity of black and 
B.-and-B. treatments. For high 
school and college boys, 60 to 75 per 
cent of the volume is in slipons. 
Shags in colors have replaced dirty 
buck. 

For children, nylon velvet is in 
demand in little girls’ shoes, be- 
cause it has a simple prettiness and 
is easy to care for. In staple lines, 
red and black combinations sold 
well and black raspberry is a good 
Gray buck and black are 
leaders in boys’ shoes. 

Two salesmen reported a definite 
trend among retailers to grade up 
in children’s shoes. 


color. 





Buying Mood at Atlanta 
(CONTINUED FROM PAGE 73) 


interesting to buyers. But as usual, 
for dress it was pumps. The South 
prefers them, but here whites were 
getting competition from the pastels 
in blues, including navy, bone, red, 
orange and so on, mostly with double 
needles. 

In the children’s field also, white 
led. There was quite a bit of interest 
in nylon velvet, featured on some 
of the better grades. Buyers liked 
these shoes because of their wear- 
ability and the easy cleaning. Two- 
tones did not get much play. 

Men’s lines reported a growing in- 
terest in some of the more decora- 
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tive patterns, especially in loafers. 
Fancy buckles were good: Buyers 
figured these would go well for the 
older teenagers and the flash trade, 
especially because they could match 
these silver-type buckles with their 
belt buckles. 

Most men’s newcomers were show- 
ing a tendency toward points, again 
aiming at the young trade. Imports 
of loafers were getting good play 
in the men’s field, like the feminine 
items, because of the price. Some 
samples of these imported loafers 
were so worn from handling toward 
the end of the show that salesmen 
were apologizing for their appear- 
ance. 

Next show dates: April 24-27. 


Retailers Confident 
At Pittsburgh Mart 


PITTSBURGH—Confident of a fi- 
nal steel strike settlement before 
the January deadline, retailers at 
the Pennsylvania Shoe Travelers’ 
spring show bought in anticipation 
of good spring business. Large or- 
ders were placed for January and 
February deliveries. 

During the previous four months, 
the prolonged steel strike had cur- 
tailed retail business considerably 
in this area. Shoe store and depart- 
ment store buyers were doing busi- 
ness with low inventories. But with 
the mills’ reopening, retailing was 
bouncing back. 

In the volume of orders and the 
attendance this show was comparable 
to the November 1958 showing. At 
that time registration set a record, 
and buying was at high levels. This 
time there were 160 lines of display 
at the Carlton House and the Penn- 
Sheraton Hotel. 

In men’s shoes, dress casuals with 
unlined, trim soft constructions ap- 
peared important for spring. Big 
volume was seen for deerskin and 
pony casuals with soft foam insoles. 
Nylons were moving in new, up-to- 
date patterns, and slipons were big 
for the growing teenage market. 
Vents and woven types were con- 
sidered fairly good. 


Black No. 1 for Men 

Black was still No. 1 in men’s 
shoes, with dark browns gaining 
and medium brown well in the back- 
ground. Loden green rated as a big 
promotional color, particularly in 
brushed leathers. Sand color con- 
tinued good in brushed leathers. 
Washable white in textured leathers 
was considered excellent in slipons. 

Smooth leathers were gaining 
slightly, and finer grains were doing 
much better than the old heavier 
grain leathers. 

Deliveries requested were mainly 
for February and March in the case 
of spring merchandise. Dealers were 
eager to get the new all-over leather 
shoes on their shelves as quickly as 
possible to show new pattern treat- 
ments. 

In women’s shoes, bone loomed 
strong along with patent and navy 
basics. Lilacs were selling, as were 
Pompadour Blue, Cameo Green, Nut- 
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shell and soft gray in Kafalope 
leathers, smooth calf, lustre and tex- 
tured leathers. 

The single needle for tailored- 
type shoes and the double needle for 
dressy shoes were an accepted fact 
among retailers. For spring and 
summer selling the lighter, softer 
influence is important and such 
shoes were being bought in large 
quantities. 

The 14/8 heels are becoming more 
important, especially stacked leather 
types. The latter are also gaining 
strength in 18/8. 

A decided trend toward open 
shoes was evident at the show. 
Slings, sandals and open-toe closed- 
backs were being bought in greater 
quantities, including pretty meshes 
and straws. Retailers were asking 
for January and early February de- 
liveries. 

In boys’ dress shoes it was evident 
no major changes have taken place 
in styles and colors. But lasts seemed 
a bit narrower and construction a 
bit lighter and softer. There was 
less of the heavier look in little boys’ 
shoes as well as those for girls. 

Black patent continued as the big 
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favorite in dress-type shoes for 
girls, both in pumps and_ swivel 
straps. Promotional items will be the 
nylon velvets in black, gray, red and 
some pastels. 

Preceding the shoe show was the 
Travelers’ election of 1960 officers. 
Sumner Goodwin (Sandler of Bos- 
ton) was named president. Jerry 
Schwartz (American Juniors) is 
vice-president, and Milton Lewinter 
(Buskens) continues as board chair- 
man. 

Five hundred guests attended a 
dinner dance and stage show held 
during the shoe fair, according to 
Joseph Harris, who continues as ex- 
ecutive secretary-treasurer of the 
Travelers. 


‘Regressive Sale’ a Hit as 
Prices Dip from $4 to $1.50 


INDIANAPOLIS, IND.—A three- 
day “regressive sale’ of women’s 
shoes at Marotts was reported suc- 
cessful far beyond expectations. 

On a Thursday, until noon, the 
shoes on sale were priced at $4. At 
noon they were reduced to $3.50. 
Friday morning they became $3 un- 


til noon, when they were reduced 
further to $2.50. What remained by 
Saturday morning was reduced to 
$2, and at noon that day the shoes 
hit the bottom price of $1.50. 


NSI Promotion Focuses on 3 
Versions of ‘Opened Look’ 

NEW YORK—Three distinct ver- 
sions of ‘“‘The Opened Look,” the Na- 
tional Shoe Institute’s spring-sum- 
mer women’s promotion theme, are 
being offered for daytime wear. NSI 
says the theme is being carried out 
in open-toe, open-side and open-heel 
variations. 

A majority of the new styles fea- 
ture mid-heels in heights from 12/8 
to 18/8, NSI says. 

The promotion was worked out in 
cooperation with Harper’s Bazaar, 
which will feature the new shoe 
fashion in its March issue. The 
magazine’s cover theme, “Cutout for 
Spring: The Shoe,” will be comple- 
mented by an eight-page section de- 
voted to the opened look. 

The magazine has alerted retail- 
ers about the promotion and will 
circulate a promotion kit. 
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THE GREATEST GIFT..... 


The greatest gift to find under the Christmas tree is 
the gift of good health. You have helped bestow 
the gift of health with Christmas Seal contri- 
butions. Medical progress against TB has 
saved eight million lives since 1907. But 
TB still kills thousands every year. 


One of America’s Finest Resources for 


* SAMPLES 
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BEEK 


* CANCELLATIONS 


Branded Shoes-first quality 
from outstanding makers 
IDEAL FOR | 


Cancellation Stores 
Drive Ins 


Send your Christmas Seal gift today. 
FIGHT TB WITH CHRISTMAS SEALS 
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Fill-In, Spring Business Strong at Iowa Show 


DES MOINES, IA.—An early 
lowa snowstorm and the prospect of 
a late Easter served to make both 
fill-in and advance buy- 
ing good at the Towa 
Shoe Travelers’ 73rd 
show, at Hotel Fort 
Des Moines, November 
8-9. 

Rubber items have 
moved well this fall be- 
cause of the weather, 
and buying of other 
winter shoes has emp- 
tied shelves earlier than 
usual and necessitated 
reordering. 

The late Easter will 
give merchants a chance 
to “double sell,” accord- 
ing to Robert Daniels, 
president of the Iowa 
Shoe Travelers’ Associ- 
ation. He indicated 
there will be a tendency 
to promote some new shoes in the 
January sales and that more white 
shoes will be sold in 1960 because 
of the late Easter. 

Mr. Daniels noted that buyers 
were interested in a lot of color for 
spring; that colored pigskin in girls 
and boys’ sport shoes was of inter- 
est, particularly that with water- 
repellent treatment; and that the 
new fade-proof lining material in 
children’s shoes was a selling factor. 
Heavy shoes moved very slowly, as 
did the old-time loafers. Merchants 
liked lightweight casual shoes. 

The needle toe seemed to be out 


as buyers indicated a preference for 
the tapered toe which was slightly 
rounded. Bone seemed to be a dead 


lowa Shoe Travelers' Association 1960 officers are 
(front row, left to right}: Robert Fessler, secretary- 
treasurer, and Robert Daniels, re-elected president, 
and (standing, from left): Russ Moore, first vice- 
president; W. R. Coppock, board chairman, and Ray 


Allen, second vice-president. 


issue as far as color is concerned, 
but other light shades of beige and 
gray were popular. 

Around 400 buyers attended the 
two-day show. A popular feature 
was the “Chuck Wagon” lunch, 
served to all retailers in the sample 
rooms. This proved a success a year 
ago and it was repeated. 

William M. Carver, executive sec- 
retary of the Travelers’, has _ re- 
signed for reasons of health. The as- 
sociation voted not to name a new 
executive secretary but to have that 
job combined with the regular sec- 
retary-treasurer’s duties. 





Ayres of Indianapolis Devotes 16 Windows to Footwear 


INDIANAPOLIS, IND.— When 
L. S. Ayres & Company department 
store decided to do the unusual and 
put in a bank of 16 windows devoted 
exclusively to shoes, the firm did not 
permit quantity to overshadow qual- 
ity. Instead of displaying a large 
assortment in each window, the store 
presented four or five pairs. In some 
cases there were only two. 

The thinking back of this was 
that the public would know the store 
had plenty of shoes. Store officials 
sought to stress that Ayres’ in In- 
diana is headquarters for shoes for 
the family, and that the store stocks 
the most exclusive brands. 
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Two windows were devoted to 
children’s shoes, several to walking 
shoes, one each to boots, black calf, 
daytime footwear, more dressy shoes 
and also suede. Two windows pre- 
sented reptile leather and two dis- 
played evening shoes—white satin 
and gold and silver lamé. 

Small windows flanking the front 
entrance doors showed a pair of 
men’s shoes, and a pair of ladies’ 
gray luster calf shoes with bag to 
match. Cards specified types of shoes 
shown in each window. 

The 16 windows attracted wide 
attention and stepped up traffic in 
the store’s six shoe departments. 


Indiana Spring Fair 
Called a ‘Buying Show’ 


By FLORENCE M. TAYLOR 


INDIANAPOLIS, IND.—About 
63 lines were shown at the annual 
Spring Shoe Fair sponsored by the 
Indiana Shoe Travelers Association, 
Inc., November 8-10 at the Hotel 
Claypool. Many exhibitors said this 
was their best show in four or five 
years, and termed it a “buying 
show.” 

Attendance was up and retailers 
placed larger orders than formerly, 
for retail business as a whole has 
been good here. More fill-ins were 
ordered than in recent years. How- 
ever, the bulk of the buying was for 
spring. 

In women’s dress shoes the trend 
was toward open shoes, the reverse 
of last year when the closed pump 
led. There was more interest in 
vinylite trims, and all-over vinylite 
shoes were very good. Nylon straw 
under vinylite was popular. 

Black patent was the outstanding 
material. Mesh in high-style shoes 
was important and soft kid con- 
tinued to be a good item. 


Red and Pastels Gain 


Bone or beige shades followed 
black in popularity with navy third. 
White also was good. A pickup in 
demand for red was noted and there 
was more interest in pastels than 
for some time. 

Thin heels still were leaders. 
Spectator pumps with stacked heels 
on oval lasts were favored. The 
Queen Anne heel picked up in sales 
volume. 

A big demand continued for the 
needle toe, with double needles 
showing an increase over a year 
ago. In more popular priced shoes 
the preference was for the modified 
toes rather than the needle. 

In flats the preference again was 
bone and black. Whites still were 
good. Mostly, the flats had little 
trims or buckles, although plain 
skimmers on which clip-on bows 
may be worn for decoration still 
sold well. 

In women’s casuals the trend was 
toward soft, lighter weight shoes, 
with the outstanding color in bone 
shades and white. 

In young men’s shoes, the swirl 
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patterns were still good and inter- 
est was sustained in the pillow ef- 
fect. There wasn’t much interest 
in nylon mesh, it was _ reported. 
Brown showed more strength but 
black was the number one color. 

Patent sales for the holiday and 
Easter seasons were the big volume 
in little girls’ shoes. All of the pat- 
ents had trims. 

Little heels for misses were good. 
Little cutouts were important as 
trims. The number one seller was 
black patent; number two, white. 
Bone was wanted only in the shoes 
for growing girls and subteens. The 
Queen Anne heel and the 14/8 heels 
were popular for growing girls and 
subteens. 

Among sturdier type girls’ shoes 
for spring, smooth leather oxfords 
topped the list. However, the nylon 
velvet oxfords sold for fill-ins and 
are the popular shoe for the pres- 
ent. Gray followed by red was the 
leading color. Saddle shoes con- 
tinued to sell, but oxfords had taken 
the play away. 

The boys’ shoes 
lowed the men’s styles. 
cited as an example. 


generally fol- 
Swirls were 
Loafers were 


good in all sizes. Black was predom- 
inant, with darker shades of brown 
growing more in demand. In a buck 
shoe, gray was the most wanted 
color. 

The show committee consisted of 
Jack Burnett of Wohl division of 
Brown Shoe Company, chairman; 
Clyde Willian of American Girl 
Shoe Company, and Robert Mc- 
Whorter of Friedman-Shelby divi- 
sion of International Shoe Com- 
pany. 


‘D.J.’ Contest Gets Results 


LOS ANGELES—A “D. J. for a 
Day” contest, part of a radio pro- 
motional campaign, resulted in a 
“marked increase in teenage depart- 
ment sales” at the 13 Innes Shoe 
Stores in Southern California. Teen- 
ager Carol Donnell of Encino, Calif., 
won the competition by choosing five 
top records. She appeared on KDAY, 
Los Angeles, and had lunch with 
Jimmie Darren, Columbia Pictures 
star. 

Four hundred other entries won 
Darren recordings. In each store of 
the chain, displays featured a pic- 





ture of Darren and the contest ballot 
box was prominently displayed. 
George Keating is Innes’ manager of 
teenage shoes. 


Store Builds Public Relations 
By Exhibiting at State Fair 


BETHEL, CONN.—A local shoe 
retail firm has found that its an- 
nual exhibits at the Danbury 
(Conn.) State Fair pay off in both 
good public relations and actual or- 
ders. 

According to Joe Carosella of the 
Bethel Shoe Company, the store has 
been an exhibitor at the fair each 
autumn for several years. He said 
the fair enables the firm to display 
publicly the type of merchandise it 
carries, and to promote nationally 
advertised brands. 

“We discuss shoe problems with 
anyone who presents them,” Mr. 
Carosella said. “And we test the 
local market with new ideas in foot- 
wear.” 

The fair exhibit requires exten- 
sive preparation, he added. The fair 
is a nine-day event, opening at 8:30 
a.m. and closing at 7 p.m. 


MISSOURI HEEL COMPANY’S NEW 
DEVELOPMENTS for the 1959-60 SEASON 


THE THINNEST OF PLASTIC 
HEELS guaranteed not to break 
and the new Silent Step toplift 
that will last the life of the shoe. 


NEW ITALIAN BARREL LOUIS 
HEEL enabling manufacturers to 
use Cuban soles and eliminating 
laying of sole flaps. 


NEW BOULEVARD STYLES IN 
thin plastic heels have the grace 
of dressy Louis heel. 


re MOULDED PLASTIC HEELS 
available in all heights and shapes, 
2 have special cups and lips for ef- 
fective tabless shoe construction. 


vyvr~ 


IMULATED LEATHER HEELS OF PRE-FINISHED 
LAMINATED VENEERED PLYWOOD 


These heels look more like leather 
than leather itself! They’re half 
the weight; cost much less than 
leather to make; are twice as 
durable. Can be made in any 
height, any style... even the 
very thin shapes, including 
Barrel Louis and Louis-type. 
Send your shoes in so we can 
tread them properly. 


MISSOURI HEEL CO. © 4067 FOLSOM e ST. LOUIS 10, MO. 


makes 
the best 
of your 
shoes 


SCOHSSSHSSSSSSSSSSSSSSSSSSSSEEEEEE 
Wherever — however you use fibre board, meet 


your needs with the specialized products of 
National Shoe Board Conference members. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 
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© Obituaries 


James E. Wall Dies; 
Headed Wall-Streeter 


NORTH ADAMS, MASS.—James 
E. Wall, 75, president and treasurer 
of the Wall-Streeter Shoe Company, 
died here November 10 following a 
long illness. He began his career as 

a salesman in a 
local shoe store in 
1903 and nine 
years later 
founded the com- 
pany of which he 
was head. 

Long active in 
association 
affairs, he had 
been a vice-presi- 
dent and director 

JAMES E. WALL =f the National 
Shoe Manufacturers Association 
and in 1986 served as chairman of 
the first National Shoe Fair, held 
in Chicago. 

Mr. Adams was a past president 
of the North Adams Chamber of 
Commerce. In 1933 he was a mem- 
ber of the State Recovery Board 
under the National Recovery Act. 

He is survived by his widow, 
Martha; a son, Robert E., and two 
daughters, Mrs. F. Victor Nissen 
and Mrs. John C. Cashin. 


ARTHUR D. (BUD) KNIGHT, 
formerly men’s fashion editor 
and a vice-president of the maga- 
zine “Creative Footwear,” died No- 
vember 9 in Boston. He had been 
associated with the publication 
from its inception until a few years 
ago. He left to become associated 
with several South Shore firms in- 
cluding the Belcher Last Company 
of Stoughton, Mass., and the Brock- 
ton Cut Sole Company. He lived in 
East Bridgewater, Mass. Survivors 
are his widow, a son and two 
daughters. 


65, 


W. L. HUTERS, 70, retired super- 
intendent of International Shoe 
Company’s Sikeston, Mo., plant, 
died recently as a result of a heart 
condition. His death occurred while 
he was visiting his family in Haz- 
let, N. J. He was with International 
for 45 years until 1954. Surviving 
are his widow, a son and a daughter. 
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John Justin, Sr., 71, Veteran Boot Manufacturer 


FORT WORTH, TEX.—John S. 
Justin, Sr., 71, chairman of the 
board of the Justin Boot Company 
and a bootmaker for 58 years, died 
November 17 in a local hospital. 

Mr. Justin went 
to work in his 
father’s factory in 
Nocona, Tex,, 
when he was 12, 
working after 
school hours for 
$1.50 a week. He 
watched the com- 
pany’s boot pro- 
duction soar from 
15 pairs a week to 
almost 1000 a day. JOHN S. JUSTIN, SR. 

His father, H. J. Justin, made 
John and another son, Earl, part- 
ners in the business in 1908. The 
elder Mr. Justin died in 1918. In 
later years John, Sr., served 
president of the company until 1952, 
when his only son, John, Jr., as- 
sumed the post. At the same time, 
John, Sr., became board chairman. 
Earl Justin died in 1952. 

Jchn Justin, Jr., is mayor 


as 


pro- 


tem of Fort Worth. His father also 
had a brief fling in politics, serving 
on the Nocona City Council. 

The boot company moved from 
Nocona to Fort Worth in 1925 after 
passing the $200,000 mark in annual 
sales. Recently, while working side 
by side with his son, John Justin, 
Sr., had seen the business double 
between 1956 and 1959, the com- 
pany’s 80th anniversary year. 

John, Sr., was considered one of 
the most colorful figures in his in- 
dustry. He liked to tell of the West 
of a_ half-century ago with its 
“Wanted” posters, cattle rustlers 
and itinerant bootmakers. 

Mr. Justin was the eldest of seven 
children. Surviving are Sam, of 
Fort Worth; Miss Enid Justin, 
president of Nocona Boot Company, 
Nocona, Tex.; Mrs. Fern Stenger, 
Fort Worth; Mrs. R. S. Lemon of 
Nocona, and Mrs. Mer] Kerr, Taft, 
Calif. 

Also surviving, besides his son, is 
Mr. Justin’s widow, Ruby. The 
couple lived in a country home north 
of Fort Worth. 





Joseph F. Wogan, Retired 
Vice-President of USMC 


NEWTON, MASS.—Joseph F. 
Wogan, 74, former vice-president 
and general manager of United Shoe 
Machinery Corporation, died Novem- 
ber 7 after a long illness. He had 
retired in 1955 after more than 50 
years’ service. 

Mr. Wogan began his long career 
with USMC in 1904 at the Boston 
headquarters. After several years 
in the company’s eyelet department, 
he was transferred in 1919 to the 
sales department. He later managed 
this department. In 1928 he became 
assistant general manager and in 
1941, general manager. 

Mr. Wogan was elected a director 
in 1942 and a vice-president two 
years later. 

In addition he was secretary to 
the board of trustees of United’s 
Quarter Century Club; a director of 
the B. B. Chemical Company, Cam- 
bridge, Mass.; and a member of the 
Greater Boston Chamber of Com- 
merce, The 210 Associates and Bos- 
ton Boot and Shoe Club as well as 
other groups. He attended Bowdoin 
College. 


Surviving are his widow, the for- 
mer Mildred Mansfield; a_ son, 
Joseph M.; a daughter, Mrs. Ellen 
Jane Healey; two sisters, Grace T. 
and Mrs. Mary Palmer; four broth- 
ers, Gerald T., John T., Lawrence 
A. and Rodrick H., and eight grand- 
children. 


NORMAN H. WILLIAMS, 73, a 
traveler for International Shoe 
Company for 40 years until his re- 
tirement in 1955, died November 11 
at Dallas after a long illness. He 
was a member of the Southwestern 
Shoe Travelers Association. Sur- 
viving are his widow, three sons, 
a brother and six grandchildren. 


SAMUEL S. LAUFER, 65, opera- 
tor of the Brockton Shoe Company, 
a retail store on Broadway in Buf- 
falo, N. Y., for 47 years, died Nov- 
ember 6 after a short illness. He 
was a World War I veteran and a 
member of the Greater Buffalo Shoe 
Retailers Association and the Na- 
tional Shoe Retailers. Surviving 
are his widow, Rae S.; two daugh- 
ters, Mrs. Samuel I. Kaiser and Mrs. 
Howard I. Seeberg, and a sister, 
Mrs. Harry Zolte. 
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e About Shoe People 


Monroe Geller of Andrew Geller, 
Inc., and Ralph Abrams of Palizzio, 
Inc., have been named chairmen of 
the Shoe and Allied Trades Divi- 
sion of the Joint Defense Appeal of 
the American Jewish Committee 
and the Anti-Defamation League of 
B’nai B’rith, New York. The drive 
will be highlighted by a luncheon 
December 2 at New York’s Shera- 
ton-Atlantic Hotel, honoring W. 
Maxey Jarman, chairman of Gen- 
esco, Inc. 


Robert G. Stolz, director of ad- 
vertising and 
sales promotion 
for Brown Shoe 
Company, has 
been named a 
director of the 
Association of 
National Adver- 
tisers, Inc. The 
association is a 
non-profit service 
organization oper- 
ated for mutual 
advantage by more than 650 leading 
companies with national and re- 
gional markets. 

. = e 


ROBERT G. STOLZ 


Leo R. Burson, owner of the 11- 
unit Men’s Sample Shoe Stores in 
New Orleans, Memphis, Atlanta, 
Birmingham and Kansas City, has 
taken over the Memphis baseball 
franchise in the Southern Associa- 
tion. Mr. Burson, whose stores have 
an annual volume in excess of $1 
million, plans to sell $150,000 
worth of stock in the ball club at 
$1 per share. During the last four 
years he has been the club’s secre- 
tary-treasurer. 


Wallace M. Kemp, vice-president 
of United Shoe Machinery Corpo- 
ration, Boston, is a new member of 
the Committee on Business Statis- 
tics of the U. S. Chamber of Com- 
merce. The committee helps de- 
velop and present the business 
viewpoint to committees of Con- 
gress and to government agencies. 


Heinz Rollman, president of 
Wellco Shoe Corporation and Ro- 
Search, Inc., Waynesville, N. C., 
has announced he will be a Repub- 
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lican candidate for Congress in 
1960 in North Carolina’s 12th Dis- 


trict. 
e 7 e 


Nathan Hack, originator of the 
Ripple Sole, was the recipient re- 
cently of a plaque bearing a golden 
likeness of his invention. The 
plaque signified manufacture of 
Australia’s half-millionth pair of 
Ripple Soles by Slazengers, Ltd. 
Ted Lenton of the Australian con- 
cern journeyed to the U. S. to make 
the presentation. 


William Hoxie, who managed 
large leased departments in Grand 
Rapids, Mich.; Beloit, Wis., and 
Burlington, Ia., has resigned from 
the Midland Shoe Company of St. 
Louis. He has joined the Bowman 
Shoe Company, Monmouth, Ill. Mr. 
Hoxie is a 18-year veteran of shoe 
retailing. 

e e a 
Mrs. Ellen Robbins, manager- 


buyer for Marott Shoe Stores of 
Indianapolis, was among five per- 


sons named the ‘‘outstanding 
women who work” at an awards 
dinner sponsored by the Women’s 
Council of the city’s Chamber of 
Commerce and the Downtown Divi- 
sion of the Merchants Association. 
Mrs. Robbins has been with Marotts 


for 47 years. 
e * ‘J 


In Allied Fields... 


Charles Edison, director of Inter- 
national Fabric Corporation, Bos- 
ton, has returned from a month’s 
trip to the Far East. He completed 
arrangements for his firm with de- 
signers and manufacturers of tex- 
tiles in Japan, Hong Kong and Thai- 
land. Commented Mark A. Edison, 
president of the company: “We be- 
lieve the artistry of the Far East 
can have an important effect on 
American footwear.” 

a * & 

Charles J. Vascellaro of the Vas- 
cel Leather Company, Inc., New 
York, departed in mid-November for 
an extended journey through Eu- 
rope. Before returning in the mid- 
dle of December, he will call on 
customers in 10 countries. 

(CONTINUED ON PAGE 96) 





HORWEEN 





BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 


Out of the commonplace among leathers into the 
realm of unexcelled quality and beauty... THAT'S 
“HORWEEN CORDOVAN”. Specified by leading 


manufacturers and retailers for soft “feel” and long wearing 


comfort ...specify HORWEEN and be SURE. 


Horween side leathers enjoy an outstanding 
i dability, too. 
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HORWEEN LEATHER CO. 
2015 ELSTON AVENUE +» CHICAGO 14, 


NEW YORK 38: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 


ILLINOIS 





What's New 


Six-Way Display 


Capable of displaying footwear in six 
ways is aluminum "Shu-ShOer" marketed 
by Holz-All Company, Rapid City, S. D. 
By moving adjustable slide bracket, shoes 
may be slanted in various ways or even 
suspended from pegboard. Available in 
natural finish, jet black or gold, device 
is said to adjust to any size of shoe. 





Spray for Stretching Shoes 

CHICAGO — An aerosol spray 
which is said to help stretch any 
type leather, including suede and 
reptile, is being marketed by Crocker 
Industries, Inc., here. 

The chemical, which comes in six- 
ounce and 14-ounce sizes, is intended 
to be sprayed liberally both inside 
and outside the shoe wherever 
stretching or softness is desired. 
After applying the “Magic-Shoe- 
Stretch and Softener,” the owner 
dons the shoes immediately and 
walks in them for about 15 minutes 
until the treatment dries. If further 
stretching is needed, a second spray- 
ing is advised. 

According to the manufacturer, 
the chemical treatment contains 
nothing that will harm leathers. 


Shoe Tree That Clips to Sole 


CHICAGO—A “Traveler’s Shoe 
Tree,’ made of chrome-finished 
spring steel rod which clips to the 
bottom of the sole at the toe and 
near the hole, is being marketed by 
Shu Strate, Chicago. The device 
lets air enter the shoe, the manufac- 
turer explains, drying the shoe, 
stretching out the wrinkles and pre- 
venting the sole from curling. The 
shoe tree fits all sizes of men’s 
shoes, boots and women’s sport 
shoes. 
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Molded Safety Soles Offered 
In Canvas Boating Shoe Line 


LIVINGSTON, N. J.—A new line 
of canvas boating shoes called Nau- 
tics features the same _ Tri-Vac 
molded safety soles worn by plane 
handlers aboard Navy aircraft car- 
riers for sure traction. The Nau- 
tics line is being marketed by Fell- 
man Tri-Vac Footwear, Inc., here. 

The Tri-Vac sole, made of a non- 
marking rubber compound, is de- 
signed in a series of concentric 
circles to utilize three principles of 
traction, the company explains: 
Multiple soft ribs provide brake- 
like squeegee action; cup-within-cup 
design develops vacuum suction 
grip; and countersunk channels trap 


Naufics and the Tri-Vae Sole 


water and create drier tread area. 
Nautics are offered in both a bal 
style, in navy and white, and a lace- 
to-toe style in white only. Men’s 
sizes are nationally advertised at 


$8.95. 





Lace-to-Toe Tennis Style 


The "Forest Hills," lace-to-toe tennis 
shoe for men and boys, is part of canvas 
footwear line of Tyer Rubber Company, 
Andover, Mass. Designed for firm sup- 
port, shoe is made of ventilated bleached 
army duck upper. It has full-length 
cushion insole with sponge rubber arch, 
knurled toe guard, non-marking, crepe 
design outsole, gum outside toe cap with 
red trim. 


Foot Measure for Children 


“Tiny Tot Foot Measure," with switch 
which lights clown's nose, is a product 
of Superior's Tiny Tot Company, Oak 
Park, Mich. The box, 4s by 11% by 
13% inches deep, is made of wood and 
laminated plastic. Stationary measuring 
scale takes the form of a sandwich 
board held by the red, white and blue 
clown. Below the board is width scale. 





Cloth That Unrolls from Case 


NEW YORK—Timed for the 
Christmas selling season is the 
Esquire Rollaway Shine Cloth, new- 


ROLLAWAY 


Esquire Rollaway Shine Cloth 


est product of Knomark, Inc. The 
cloth unrolls from handles at each 
end and is intended to permit shoe 
shining without the hands touching 
the cloth. After use, the cloth rolls 
back into its own case. 

Both sides of the shine cloth may 
be used. One is suggested for black 
shoes, the other for brown. The 
product, which retails at $1, is being 
distributed to shoe chains exclusively 
by Knomark. 


Ronson Markets Polish 
WOODBRIDGE, N. J. — Ronson, 
which last fall introduced its Roto- 
Shine electric shoe polisher, now is 
marketing a new Ronson shoe polish 
for either electric or manual shining. 
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¢ Retail Openings 


A. S. Beck’s 166th unit, which 
opened last week in the Menlo Park 
(N. J.) Shopping Center, features 
separate departments for women’s 
and men’s shoes. More than 16,000 
pairs of women’s footwear plus 3000 
pairs for men are carried. The en- 
tire store has gold wall-to-wall car- 
peting, topped off by “bleached” 
gold ceilings. 

e oe o 

The Miller-Jones family shoe 
chain moved into shopping centers 
at High Point, N. C., and Green- 
field, Ind., in mid-November. At 
Greenfield the company transferred 
its operations from a Main Street 
store, in operation 22 years. J. R. 
McDonald, a 24-year veteran with 
Miller-Jones, manages the High 
Point unit. Marcus W. McCormick 
is manager of the Greenfield store. 

e e o 

Breedveld’s Shoes, a group of 
family stores in Michigan and IIli- 
nois, has opened its sixth unit at 
Portage, Mich. The site is seven 
miles south of Kalamazoo, where 
the original store opened in the 
downtown section in 1937. This 
month the firm plans to add store 
No. 7 in Otsego, Mich., about 15 
miles north of Kalamazoo. 

Managing the Portage operation 
is Richard Folkers, Jr., who has 
been associated with Breedveld’s 
for four years. The other stores, 
besides the downtown Kalamazoo 
unit, include two others in the 
same city; one in Quincy, IIl., and 
one in Pau Pau, Mich., which 
opened in 1958. 

e - e 

The 13th Baker’s unit in the De- 
troit area has opened in the Won- 
derland Shopping Center in Li- 
vonia, Mich. 

Featured in the interior design 
is a screen-wall with a mosaic pat- 
tern in yellow and orange against 
a background of gold vinyl-silk. The 
feminine decor inside the store is 
built around a color scheme of tur- 
quoise, white and gray-beige ac- 
cented with bright orange and 
green-gold. Both front and rear en- 
trances are finished in pink terra 
cotta. 

e * m 

First all-self-service family shoe 
stores in the Akron, O., area have 
been opened by Al’s_ Discount 
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Shoes. The two stores are part of 
an 82-link chain owned by the Louis 
Ostrov Shoe Company, which op- 
erates in 14 states. 

The stores. are in the Wooster- 
Hawkins Shopping Center and in 
suburban Cuyahoga Falls. Each of- 
fers a selection of over 10,000 pairs 
plus accessories. 

* e — 

Austin Shoe Stores has opened 
its fourth outlet in Houston and its 
37th in Texas and Louisiana in the 
Montclair Shopping Center. Leo- 
tards and dance footwear will be 
carried along with shoes for the 
family and accessories. Paul E. 
Pinkston, associated with the firm 
for seven years, has been trans- 
ferred from Brownwood to serve as 
manager. 

o * J 

The Bootery in San Diego, Calif., 
has increased its floor space 25 per 
cent and added a men’s line to its 
women’s merchandise in opening at 
a new site, 713 Broadway. The new 
shop features mahogany paneling 
in the interior. Stock is out of 
sight. Leland L. Layson is the 
owner and manager. 
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SEE KLEENETTE 


You can Sell More Pairs uppered with 


BOOTH 89 


Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes ... 


Write for Samples 
A.H.Ross & Sons Co, 


Chicogo 22, Illinois 


FALL LEATHER SHOW 
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St. Louis Technical Conference Draws Shoemen: 


Merits of Leather, Plastics Cited 


By VIRGINIA MARSHALL 


ST. LOUIS—The vast amount of 
research and testing going on be- 
hind the use of plastics in the shoe 
industry came to light in a series 
of papers presented in St. Louis 
last month. 

Under sponsorship of the St. 
Louis Section of the Society of 
Plastics Engineers, a regional tech- 
nical conference provided a meeting 
ground for shoe manufacturers, 
chemists and plastics suppliers. 
Some leather men also were among 
the 350 who attended the all-day 
conference at the Hotel Statler. 

Although prices were mentioned 
when they tied into the speeches, 
the material presented was educa- 
tional and technical in nature and 
not intended as an order-book or 
sales session. 

A luncheon speaker, R. H. Rich- 
vice-president in charge of 
subsidiary units for International 
Shoe Company, offered a basis for 
judging the comparative merits of 
plastics and leather as used in the 
shoe industry. 


ards, 


Hides Are By-Product 

As raw materials, Mr. Richards 
observed, hides and skins are “al- 
most entirely by-products of the 
meat industry ... with the producer 
dependent for his supply on the 
whims of the meat-consuming pub- 
lic.”” Price rises do not increase the 
supply of hides, whereas an increase 
in the price of synthetics establishes 
new sources. The laws of supply and 
demand govern the synthetics indus- 
try, Mr. Richards said, but in the 
hide market a rise in price cannot 
stimulate an increase in the supply 
because of the by-product nature of 
leather. 

“Shoe manufacturers customarily 
price their lines only twice yearly,” 
Mr. Richards told the session, “and 
shoes are sold for delivery months 
in advance at firm prices. You can 
therefore imagine the predicament 
in which a shoe manufacturer finds 
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himself if he has priced his product 
on a 20 cent hide market and finds 
himself delivering the goods on a 
basis of a 25 cent market.” 

In drawing contrasts between 
leather and plastics in shoemaking, 
the ISCO vice-president added, 
“Leather cannot be standardized.” 
Craftsmanship makes leather suc- 
cessful in finished articles, appeal- 
ing to sight and touch. On the other 
hand, plastics are highly standard- 
ized and readily reproducible. 

“T like to think of leather and the 
synthetics as complementing each 
other in the shoe industry rather 
than as battling for the markets,” 
Mr. Richards said. 


New Tests for Heels 

The many laboratory tests for 
plastic heels were described by J. P. 
Szumski, director of development 
and engineering for Fred W. Mears 
Heel Company, Inc., Lawrence, 
Mass. The trend toward thin spikes 
has made prior testing methods ob- 
solete, he said. New techniques in- 
clude nailing tests, impact strength 
tests and flex-fatigue tests. 

A paper by T. E. Daly traced the 
progress of experimental injection 
molded soling processes. Mr. Daly, 
who is with the research division of 
United Shoe Machinery Corporation, 
Beverly, Mass., said many bottoming 
and finishing steps are eliminated 
by injection molded-on soles. 

The way molds are made for plas- 
tic shoe parts was outlined by Amelio 
J. Cocci, Standard Tool Company, 
Leominster, Mass. He said molds for 
plastic shoe counters were experi- 
mented with, dropped, then brought 
to life when polyethylene became 
readily available in 1946. 

“Polyethylene,” Mr. Cocci said, 
“was the original material to ac- 
tually break the ‘leather barrier’ as 
a suitable plastics material” for shoe 
counters. 

Progress on the uses of urethane, 
a compound, in shoe soling, heel 
lifts, sponge innersoles, and leather 
coatings was described by G. A. 


Business Prospects to Be 
Topic of NSMA Breakfast 


NEW YORK—Business prospects 
for 1960 and later will be discussed 
at the ‘‘Early Birds’’ breakfast 
meeting of the National Shoe Man- 
ufacturers Association, Thursday, 
December 17. Dr. Emerson P. 
Schmidt, economic research direc- 
tor of the U. S. Chamber of Com- 
merce, will be the speaker. 

The breakfast will start at 7:45 
a.m. in the Gold Ballroom of the 
Statler-Hilton Hotel here. It will 
be over at 9:30. 

NSMA said Dr. Schmidt, a lead- 
ing business economist, will discuss 
such questions as: Will the current 
boom last through 1960? Is _ the 
wage-price spiral likely to con- 
tinue? Are we headed for a reces- 
sion in 1961? 

He will also examine longer-run 
problems of the economy, including 
these questions: Are the forecasts 
for the “Golden Sixties” too opti- 
mistic? What are the prospects for 
inflation? 

The meeting will precede the 
opening of the Leather Show. 





Baseden from DuPont’s Elastomers 
Laboratory, Wilmington, Del. Ure- 
thane sponge has a high load-bear- 
ing capacity and reduces’ shoe 
weight, Mr. Baseden stressed. He 
said urethane coatings adhere well 
to side leathers and give a sturdy 
patent finish. 

Types and properties of vinyl- 
coated materials for shoes were out- 
lined by E. G. Hamway of Texti- 
leather division, General Tire and 
Rubber Company, Toledo, O. His pa- 
per said vinyl-coated materials offer 
much for shoemaking because they 
are pliable, strong, non-fraying, curl- 
resistant, stable, decorative, abra- 
sion-resistant, flexible, easily ce- 
mented and folded, and unlimited in 
color range. 

Listing the principles of slush 
molding vinyl footwear, principally 
storm boots, was Gilbert J. Darcy 
from Kaufman Rubber, Ltd., Kitch- 
ener, Ont. One pair every 28 seconds 
is the production rate on a conveyor- 
type machine he described. 

Slides showing how plastic sandals 
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are made in a fully automatic in- 
jection molding machine were shown 
by Gordon Cooper of International 
Vulcanizing Corporation, Boston. 
Present production figure is 1000 
pairs of various sizes of plastic 
strap-sandals in eight hours, he said. 


Molded Counters Described 


Testing of molded polyethylene 
shoe counters was the subject of 
Stanley R. Melvin, Monsanto Chemi- 
cal Company, Springfield, Mass. 
When compared with leather or 
fiber counters, Mr. Melvin said, 
molded polyethylene counters are 
tougher, lighter in weight, mois- 
ture-inert, and have long flex life. 
He admitted that the polyethylene 
offers cementing problems, and 
counters made of it are not yet 
widely used in women’s footwear. 

How the micro-porous plastic in- 
sole material “Poron’” handles the 
15 grams of perspiration a foot 
gives off daily, was described by 
B. J. Levy, Rogers Corporation, 
Rogers, Conn. 

“The new material,” he said, “is 
approximately 20 to 40 times more 


porous than leather when new, and 
does not change its porosity appre- 
ciably, as does leather, with wear.” 

The concluding paper, ‘“Design- 
ing a Plastic for Shoe Heels,” by 
R. A. Noonan and Dr. Robert El- 
kins, both from Borg-Warner, Gary, 
Ind., compared impact, tensile 
strength, flex strength, nailability 
and the like for different chemical 
products. Lacquered and unlac- 
quered spike heels were also com- 
pared as to flex life. 

During a question period, a par- 
ticipant asked, “Can polyethylene 
heels, which are so widely recom- 
mended for women’s high thin heel 
lifts, be used on flatties and other 
low-heeled types?” The answer was 
no. Polyethylene does not have suffi- 
cient abrasion resistance for pan- 
cake heels. 

The conference, described as 
highly successful, drew several reg- 
istrants from Canada, one from 
England, a few from the West 
Coast, and throngs from New En- 
gland, in addition to the St. Louis 
participants. 
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Lightweight, durable 


McCauley Succeeds Simons 
As President of Allied Kid Co. 


BOSTON — Joseph T. McCauley 
has been elected president of Allied 
Kid Company. He succeeds Benja- 
min Simons, who resigned in line 
with company policy upon reaching 
age 65. Mr. Simons was elected 
chairman of the board. 

Mr. McCauley has been with the 
company over 30 years. He had been 
executive vice-president since 1953. 


Wolverine Sets Biggest Push 


ROCKFORD, MICH. — Wolverine 
Shoe & Tanning Corporation will 
launch the largest single promotion 
in its history December 6. The 
Christmas campaign for the Hush 
Puppies pigskin line of casuals will 
include color ads in This Week, 
Parade and Family Weekly as well 
as newspapers in a number of met- 
ropolitan areas. John T. Hart, ad- 
vertising manager, said 300 markets 
will be covered. Most ads will list 
local dealers, and many merchants 
will tie in with special Christmas 
displays. 
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Vulcan Corp. Opens Arkansas Last Plant 


WALNUT RIDGE, ARK.—Open- 
ing of a plant here by Vulcan Cor- 
poration marks the first venture by 
the last industry into the same Mid- 
South area which has been attract- 
ing a growing number of shoe fac- 
tcries in recent months. 

The new plant, dedicated Novem- 
ber 19, is equipped to make more 
than 1000 pairs of wooden lasts per 
day. Vulcan Corporation has relo- 
cated its St. Louis last-making oper- 
ations at Walnut Ridge. Model-mak- 
ing facilities will be set up. 

The primary sales office for the 
Arkansas operation will be in St. 
Louis, along with a style center and 
pattern department. 

As shoe output increases in the 
Mid-South, Vulcan officials plan to 
add a sales office at Walnut Ridge 
to serve local manufacturers di- 
rectly. 

Opening of the new plant coin- 
cides with the start of the company’s 
golden anniversary year. The Vul- 
can Box Toe Process Company was 
founded in Portsmouth, O., late in 
1909 to make an electric box toe 
dryer. But those efforts were quick- 
ly abandoned in favor of the Vulcan 
Last Company, forerunner of the 
present company. 

Today Vulcan operates 13 plants 
in seven states, making various 
wood products. Gross sales run 
about $7 million a year. Early this 
year the company moved into the 
plastics field, opening an injection 
molding plant at Portsmouth, O. 

The new Arkansas plant was built 
to the company’s requirements by 
the community of Walnut Ridge. 
It was made available on a 15-year 
lease-purchase arrangement. Costs 
of land, construction, machinery in- 





N. Y. Travelers to Meet 

NEW YORK—The Boot and Shoe 
Travelers’ Association of New York, 
Inc., will hold its annual meeting 
Wednesday, December 16, at 5 p.m. 
at the Sheraton-Atlantic Hotel. A 
buffet dinner will be served gratis 
to members, and awards will be 
made. About 150 members are ex- 
pected, according to Executive Sec- 
retary Nat Hausman. 


stallation and inventory plus other 
outlays totaled more than $14 mil- 
lion, according to Vulcan officials. 

They said the site was picked 
“basically for its easy accessibility 
to the growing shoe manufacturing 
industry of the Mid-South.” Walnut 
Ridge, a town of 7000, is in Arkan- 
sas’ northeastern tier. 

The one-floor plant contains 27,000 
square feet of floor space. It oc- 
cupies half of the five acres pro- 
vided by the local Chamber of Com- 
merce, 

Lawrence B. Austing, executive 
vice-president, said of the plant: 
“We believe this opening has great 
significance to the shoe industry be- 
cause it marks the first movement of 
any segment of the last industry 
into the Mid-South area in keeping 
with the now-established trend of 
the shoe industry.” 

The head of one Arkansas shoe 
firm presided at civic ceremonies 
marking the plant opening. He is 
Ed White, Jr., president of Ed White 
Junior Shoe Company, of Paragould. 
Vulcan officials who spoke included 
Joseph B. Reynolds, president; 
Joseph Hendrick, vice-president in 
charge of the shoe last division; and 
Lawrence A. Nichols, production 
manager of the Walnut Ridge fa- 
cility. 
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50 Years with Vulcan Corp., 
He Cuts His Second Ribbon 


WALNUT RIDGE, ARK.—Henry 
Clausing, a 50-year employee of the 
50-year-old Vulcan Corporation, 
served as “ribbon 
cutter” for the sec- 
ond time this year 
when the company 
opened a plant 
here. Last spring, 
as oldest employee > 
in term of service, © 
he cut the ribbon 
at a new Vulcan 
plant in Ports- 
mouth, O. 

Mr. Clausing is 
maintenance supervisor of Vulcan’s 
plant operations in Portsmouth. 
Temporarily he’s on assignment in 
the new Walnut Ridge plant. 


HENRY CLAUSING 


Kid Leather Guild 
To Halt Operations 


NEW YORK—The Kid Leather 
Guild, formed 10 years ago to pro- 
mote the acceptance of kid, will be 
discontinued December 31. The Guild 
said in a statement that it “has ac- 
complished the goal set out for it.” 

In proof of this, the Guild said 
sales of kid leather this year have 
shown “substantial increases over 
1958, contrary to the experience of 
competing leathers.” 

The Guild’s statement pointed out: 
“The kid tanner members have rec- 
ognized the value of fashion leader- 
ship, which has been strongly em- 
phasized in their cooperative activi- 
ties. Increasingly the member tan- 
ners are servicing their customers 
through their own fashion coordina- 
tors — a positive step forward in 
meeting the fashion requirements of 
this expanding industry.” 

After January 1 Miss Charlene 
Osgood, director of the Guild, will 
assume new duties with three leather 
firms. She will be fashion coordina- 
tor for William Amer Company, 
Philadelphia; Benz Kid Company, 
Lynn, Mass., and John R. Evans & 
Company, Camden, N. J. 

Her headquarters will remain at 
1270 Broadway, New York. 


Mexican Shoe Production 
In 1958: 60 Million Pairs 


MEXICO CITY — Mexico’s shoe 
production in 1958 totaled 60 mil- 
lion pairs, it is estimated by the 
National Shoe Industry Association. 
Average price per pair was 30 pesos 
(12.5 pesos = $1). 

By types, manufacture of shoes 
was as follows: McKay’s, 20 mil- 
lion; stitchdowns, 15 million; Good- 
year welt, 10 million; turned, 10 
million; custom-made, 0.8 million; 
cemented, 0.2 million; all other, 4 
million. 


New Boston Leather Firm 


BOSTON—A _ new leather firm, 
the Universal Tanning Company, 
has opened here with sales offices at 
134 Beach St. Officers are Harvey 
M. Kirstein, president, and Howard 
Kaplan, treasurer. The company of- 
fers a complete range of quality 
side leathers designed specifically 
for use in popular-price footwear. 
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SUPPLIER TO THE SHOE INDUSTRY...S/NCE 1896 


CONTACT O'SULLIVAN RUBBER CORPORATION, WINCHESTER, VA. OR THE REPRESENTATIVE NEAREST YOU 
CALIFORNIA: MACPHERSON LEATHER COMPANY. 140 South Main Street. Los Angeles. MAdison 6-4831; MACPHERSON LEATHER COMPANY, 730 Mission Street, San Francisco, YUkon 6-6783 - 


MASSACHUSETTS: KELLEY & SWEENEY LEATHER COMPANY. 95 South Street. Boston. HUbbard 2-6668 - 


MISSOURI: WILLIAM WESSELING COMPANY, 1221 Locust Street, St. Louis, CHestnut 


1-9260 - NEW YORK: METRO LEATHER COMPANY. 33 Spruce Street. New York City, BArclay 7-0851; WILLIAM RUSHWORTH, 82 St. Pau! Street, Rochester. LOcust 2-9422 - OHIO: ROBERT LIMING. 


Box 86. Portsmouth, ELmwood 3-2322 


+ OREGON: OREGON LEATHER COMPANY. 110 N. W. Second Avenue. Portiand, ATlantic 4105 


+ PENNSYLVANIA: W. A. WELLENBUSHER, | Wharton Lane 


Tookany Park. Cheltenham. ESsex 9-0682 - TEXAS: JAMIESON COMPANY, Box 13467, Dallas. LAkeside 1-4195 - WISCONSIN: HAROLD VAN HORNE. Route 3. Box 134. Oconomowoc. LOgan 7-3853 





Scholl Constructs Addition 
To Chicago Headquarters 

CHICAGO—The Scholl Manufac- 
turing Company, Inc., will build a $1 
million addition to its headquarters 
here. Dr. William M. Scholl, presi- 
dent and founder of the foot com- 
fort products firm, officiated at 
groundbreaking ceremonies. 

The 105,000 - square - foot, three- 
story addition will increase the com- 
pany’s facilities by 33 per cent. Ac- 
cording to Dr. Scholl, the structure 
is a part of an over-all expansion 
program. 

The building will be of red brick 
and limestone. The entire structure 
will be fireproof with an overhead 
sprinkler system. Completion is set 
for August 15, 1960. 

The Dr. Scholl firm, founded in 
1904, makes over 1000 products. 


Represent Thomas Taylor 
HUDSON, MASS.—Thomas Tay- 
lor & Sons, shoe materials firm, has 
named Fleet Shoe Findings, Ltd., 
Quebec City, as Canadian repre- 
sentative. A. G. Mooney Company, 
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A BETTER FIT FOR 
MORE CUSTOMERS 


Ltd., had relinquished the line. 
J. P. Nadeau, Ltd., represents the 
Fleet firm in Montreal, and George 
Bell, Ltd., serves in Toronto. 


Husseco Names Distributor 


NEW YORK—Hussco Shoe Cor- 
poration has named 
the Jaffe Shoe Cor- 
poration, Akron, 
O., as its exclusive 
distributor in Ohio 
and Kentucky. Wil- 
liam Manowitz, 
Hussco president, 
said the Jaffe or- 
ganization will 
service the eastern 
half of Kentucky 
and Ohio from its 
Akron warehouse headed by Stanley 
Jaffe. Leon Stein will cover North- 
ern Ohio; Sam Lampson, Central 
Ohio; Glenn Grimes, Southeastern 
Ohio, and Virgil Hayes, Central 
Kentucky. Metropolitan Toledo will 
continue to be handled by Kanners 
and Patrize, Detroit, and metropoli- 
tan Cincinnati by Robert E. Comins 
of Pittsburgh. 
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LACONIANS 
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1961 Factory Management 
Conference Moved to April 

NEW YORK—Dates of the 1961 
North American Factory Manage- 
ment Conference and Shoe Machin- 
ery Show have been switched to 
April 21-24 to avoid a conflict with 
the Pirmasens, Germany, show. The 
Shoe, Leather and Machinery Show 
in Pirmasens is set for May 11-19, 
1961. 

The Cincinnati conference in 1960 
will be held as scheduled on May 
13-16, according to the National 
Shoe Manufacturers Association. 
The Factory Management Institute, 
a one-day session covering the appli- 
cation of management principles, is 
set for Thursday, May 12. 


Mannequin Spring Campaign 

NEW YORK—Mannequin Shoes, 
Inc., a Genesco division, will build 
its spring advertising campaign 
around the theme, “Dial M for Man- 
nequin.”’ The company said it would 
advertise in leading fashion maga- 
zines and distribute a promotion kit 
to all Mannequin retailers. 
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Retailer Peeve: Travelers Don’t Understand Us 


GREENUP, ILL.—Shoe retailers’ 
pet peeve with shoe manufacturers’ 
representatives is that the travelers 
don’t understand individual retail 
operations. This was revealed by a 
small-scale survey which was cited 
at a recent sales convention of Step 
Master Shoes, Inc., here. 

The speaker was Charles L. 
(Chuck) Lapp, author-lecturer, con- 
sultant on sales techniques and pro- 
fessor of marketing at Washington 
University, St. Louis. He is a mem- 
ber of the training staff of National 
Sales Executives, Inc., and author of 
three books including “How to Out- 
sell the Born Salesman.” 

Mr. Lapp, who holds a Ph.D. de- 
gree, has made or directed a variety 
of shoe surveys during his years in 
marketing and research. Results of 
the recent study stressed that each 
shoe store has its own personality, 
type of customers, whims and pecu- 
liarities. Retailers surveyed argued 
that sales representatives do not get 
close enough to each store’s oper- 
ation to sense these intangibles. 

Mr. Lapp’s sales convention talk 
was titled “Climbing the Ladder of 
Sales Success.” He not only told the 
salesmen and other guests how to 
boost themselves to the top — he 
brought along a ladder and _ per- 
sonally climbed it. To each rung he 
gave a name: “expiring,” “perspir- 
ing,” “inspiring” and “aspiring.” 

Dr. Lapp’s first job as a teenager 
was selling shoes at retail in the 
early '30’s to help cover college ex- 
penses. He sold at The Thimble, 
where the top-priced shoe was $1.59, 
and at Kinney’s, both in Spring- 
field, Mo. 

“By really hopping it and serving 
four or five customers at once,” he 
recalled, “I earned between $10 and 





Weiss-Lawrence to Expand 

}OVER, N. H.—Weiss-Lawrence, 
Inc., local manufacturer of women’s 
and children’s shoes, has purchased 
the Beckwith shoe factory here. 
After alterations the additional 
space made available by the pur- 
chase will be used to expand pro- 
duction. The company is currently 
operating in the former Ireland 
shoe plant in Dover. 
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Chuck Lapp climbs his "Ladder of Sales 
Success" at Step Master sales conven- 
tion, wearing tattered shirt as “reverse 
comparison" to well rounded sales pre- 
sentation. With him are Jack R. Dauner 
(center), executive director of St. Louis 
Sales Executives, and Ray T. Clinging- 
smith, Step Master sales manager. 


$16 each Saturday—working on a 
straight six per cent commission. In 
those depressing days that was just 
short of a fortune!” 

Step Master’s sales manager, Ray 
Clingingsmith, presided at the three- 
day meeting. The firm makes 
children’s shoes. 


3 Styles Are ‘Big’ Expansion 
For Godman’s Fairfield Div. 


COLUMBUS, O. — Three new 
mesh styles represent the biggest 
single addition to the line of H. C. 
Godman Company’s Fairfield divi- 
sion in its history. 

In 30 years this staple, kid 
leather line has changed but little, 
explains John L. Neff, division man- 
ager. He said the three meshes— 
a pump, a tie and a strap—were 
introduced after ‘“‘a survey of lead- 
ing styles coast-to-coast.” All are 
on 14/8 heels and are offered in 
black, white and blue. They are 
made of nylon mesh with kid trim. 

The division services major de- 
partment stores and chains. 


Ranger Boot and Shoe Builds 
New Factory at Killeen, Tex. 

TERRELL, TEX. — Ranger Boot 
and Shoe Manufacturing Company, 
Inc., of Terrell is building a quarter- 
million-dollar structure at Killeen, 
Tex., with 40,000 square feet of fac- 
tory and office space. The plant will 
be in operation around the begin- 
ning of 1960, officials said. It is be- 
ing erected on Highway 190 east of 
Killeen, on a 5%4-acre tract in park- 
like surroundings. 

The company said the success of 
its waterproof boots is responsible 
for the expansion program. Besides 
its Sta Dri Sportsman boots, the 
Ranger firm will manufacture work 
shoes and boots with the same vul- 
canized construction. An economy 
line of Sta Dri boots is being added, 
and cowboy boot production will be 
stepped up. 


Electronic Welding Technique 
Fabricates Plastic Shoe Bows 

NEW YORK—A 50 per cent re- 
duction in the cost of making shoe 
bows is claimed for a new technique 
developed by Thermatron, the Elec- 
tronics division of Willcox & Gibbs 
Sewing Machine Company. The tech- 
nique permits the welding of vinyl 
plastic, which is available in a range 
of colors for various effects. 

A company spokesman said vinyl 
plastic sheeting can now be stacked 
into multiple layers and cut in rec- 
tangular shapes. When clicking out 
these pieces, holes for ornaments are 
positioned. Rectangular pieces are 
patterned to obtain the maximum 
number of cuts with a minimum of 
waste. By using Thermatron elec- 
tronic welding, employing the “tear 
seal’? method, multiple bows are then 
heat-sealed. Two die-cut pieces are 
required to create the bow. 


Irving Presents 600 Turkeys 


BOSTON — The Irving Tanning 
Company here gave away more than 
600 Thanksgiving turkeys, accord- 
ing to Harvey M. Kirstein, vice- 
president. Recipients included em- 
ployees and management executives 
not only of the Boston company but 
also of its subsidiary, the Hartland 
Tanning Company of Hartland, Me., 
and its affiliate, the Pine Tree Tan- 
ning Company of Howland, Me. 
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Shoe Unit for Men’s Stores 


na 


Se 


The "Jarman Shoe Corner" is designed 
to merchandise shoes in men's wear 
stores. The unit, 26 x 66", can be used 
as an island or at right angles to the 
wall. It holds 132 pairs. Jarman will 
supply the unit from in-stock lines. 





Foreign Patents for Ripple 
Sole Modifications Granted 


DETROIT — France, Australia 
and Luxembourg have granted new 
patents for modifications and im- 
provements to the Ripple Sole, ac- 
cording to Leonard Hack, president 
of Ripple Sole Corporation. The 
French patent covers “certain mod- 
ifications” and was granted for a 
20-year period. The Australian let- 
ters patent cover U. S. patent 283- 
3057 involving improvements on the 
original Ripple Sole. These include 
arced forms in simple, herringbone 
and alternating rib designs. In Lux- 
embourg the patent is for improve- 
ments on the soles in relation to 
specialized types including meta- 
tarsal bars and Thomas heels. Both 
arced and straight ribs are in- 
cluded. 


European Retailers Give Advice with Purchase: Hoffmann 


MILWAUKEE—A sharp contrast 
between European and American 
shoe selling methods was apparent to 
Harri Hoffmann, president of the 
shoe dressings firm that bears his 
name, during a recent trip abroad. 

Wherever Mr. Hoffmann went—to 
Rome, Paris, London—he found that 
shoe customers looked to their deal- 
ers for advice on how to take care of 
their purchases. 

“In most of Europe,” Mr. Hoff- 
mann explained, “it still takes about 
half a work week to earn enough for 
a pair of shoes. It’s a major pur- 
chase.” 

At a store in Rome, Mr. Hoffmann 
watched as the retailer selected the 
right shoes to go with a customer’s 
new dress. Then the dealer advised 
the woman about the proper shoe 
dressings, cautioning her to buy an 
extra supply so as to avoid the need 
for a special trip back to the store. 
In addition, the merchant explained 
he had selected a shade of leather 
which could easily be changed at a 
later date with the proper shoe 
dressing. 

Mr. Hoffmann said his trip con- 
firmed his belief that the only per- 
son who should sell shoe dressings 





Armour Sales Office Moving 


WILLIAMSPORT, PA. — Effec- 
tive January 1, Armour Leather 
Company will move its sales office 
now located at 2 Jacob St., New 
York, to the company’s Sole Leather 
division headquarters at Williams- 
port. A spokesman said the change 
will improve service for customers, 
in New York, Pennsylvania and the 
Southern states. 


and other accessories is the man who 
knows shoes and leather. Today, he 
claims, only 25 per cent of America’s 
shoe dressing volume is sold by such 
persons, the rest in supermarkets, 
dime stores and drug stores. 

“Tt strikes me that these silent 
salesmen can actually talk the shoe 
retailer out of a shoe customer,” he 
said. “If a person buys shoes at a 
shoe store, then quickly grabs a pol- 
ish off a supermarket counter, he 
may ruin the looks of his shoes—and 
eventually blame the shoeman for 
selling him cheap merchandise.” 


e Trade Literature 


Swatch Booklet by Colonial 


SWATCHES of Colonial Colidoe 
fine suede splits are presented in a 
booklet prepared for the trade by 
Colonial Tanning Company, Inc., 
Boston. Richard Goldberg, head of 
the company’s Split Leather divi- 
sion, said 11 shades are illustrated. 
Colidoe splits are treated with 
Scotchgard leather protector. 


Fabrics for Men’s Shoes 

AN eight-panel display folder con- 
taining swatches of men’s spring 
shoe fabrics is being distributed by 
Shain & Company, Boston. The 
swatches are grouped according to 
shoe styles and are presented with 
promotional text. 

The classifications are: Casuals; 
The Woven Look; Aertex Lining; 
Mesh—The Sleek Look; Mesh—The 
Conservatives, and Mesh—The Cas- 
ual Group. The folder is entitled 
“An Exclusive Collection, Men’s 
Shoe Fabrics/Spring 1960.” 
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FABRILITE® and FABRIKOID® 
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HAROLD L. MOORE 
Regional Post 


DAN SHUCARD 
To Sales Manager 


Promoted... 


Dan Shucard, to sales manager 
for Dr. Scholl Foot Comfort depart- 
ments in department stores through- 
out the U. S. He was formerly su- 
pervisor for the company’s Eastern 
departments. His headquarters will 
continue to be in New York City. 

Harold L. Moore, to regional 
manager in Philadelphia for Edison 
Brothers Stores, Inc., supervising 
10 chain stores. This is a newly 
created post. He formerly managed 
the company’s Chandler’s unit in 
downtown Minneapolis, and other 


stores. 


Appointed... 


Gordon Kleeman, as sales repre- 
sentative for H. C. Godman Com- 
pany, Columbus, O., in a new terri- 
tory, North and South Dakota, 
Western Minnesota and Nebraska. 
Leroy Rothganger, who covered this 
area, will now concentrate on Iowa 
and Kansas. 

Francis Broida, as sales repre- 
sentative for Step Master Shoes, 
Inc., Greenup, IIl., covering the New 
York City area. He succeeds 
Charles J. Markell, who retired. 

Ely Price, as Midwestern sales 


WILLIAM TOWNSEND 
At Queen Quality 


NORMAN F. CANTY 
Joins Pennant 
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GORDON KLEEMAN 
Joins Godman 


FRANCIS BROIDA 
To Step Master 


representative for the Promette 
Company, Brockton, Mass., covering 
Illinois, Indiana, Michigan, Ohio, 
Kentucky and Wisconsin with three 
of the company’s major shoe lines. 


Emanuel Wachstein, as Philadel- 
phia area representative for Deb 
Shoe Company, St. Louis, succeed- 
ing Hal Cohen. Mr. Wachstein for- 
merly was executive vice-president 
of Geuting’s, Philadelphia shoe re- 
tail firm. 


Norman F. Canty, as sales repre- 
sentative for Pennant division of 
International Shoe Company, St. 
Louis, traveling Illinois, Wisconsin 
and Minnesota. Perrie Smith, who 
covered these states, will continue 
to travel Iowa, Nebraska and the 
Dakotas. 


William L. Townsend, as sales 
representative for the Soft Pedals 
line of Queen Quality division, In- 
ternational Shoe Company. He will 
travel Texas, Oklahoma, New Mex- 
ico and Louisiana from headquar- 
ters at Rockwall, Tex., a Dallas 
suburb. He replaces Jack Gil- 
christ, who resigned. 

Jere G. Clamp, as sales represen- 
tative for United Men’s division of 
Brown Shoe Company, covering the 


MARINA ZANGARA 
Fashion Director 


HENRY A. GOTHAM 
New England Post 


E. WACHSTEIN 
Named by Deb 


ELY PRICE 
With Promette 


Eastern Ohio surrounding 
Cleveland. 

Warren Emmerich, as sales rep- 
resentative for the Natural Poise 
division of Wohl Shoe Company, 
St. Louis, replacing Irv Skolnick, 
who left the firm. Mr. Emmerich 
covers the Chicago area, Michigan 
and Wisconsin. 

George Davis, as sales represen- 
tative in Eastern Kentucky and 
Eastern Tennessee for the Jac- 
queline division of Wohl Shoe Com- 
pany, St. Louis. He replaces John 
Hibbitts, who resigned. 

Henry DiGirolamo, as salesman 
for the Belgrade Shoe Company, 
Auburn, Me., in Southern New Jer- 
sey, and Lester Goldstein, as sales- 
man in Northern New Jersey, in 
addition to their present territo- 
ries. Mr. DiGirolamo has been cov- 
ering West Virginia, Southern 
Ohio, upstate New York and Penn- 
sylvania for Belgrade; and Mr. 
Goldstein has been traveling Vir- 
ginia, Washington, D. C., and met- 
ropolitan New York with the com- 
pany’s Moxees line of women’s 
sports and casuals. Harry Rosen- 
berg, who formerly covered all of 
New Jersey, has resigned. 

Ed Braverman, as sales repre- 


area 


ALFRED J. LEES 
Also Transferred 


ROGER W. HALL 
Moved by Scovill 


Boot and Shoe Recorder 





sentative in the New York metrvo- 
politan area for Connolly Shoe 


Company, Stillwater, Minn. His of- - 


fice is in the Marbridge Building. 

Miss Marina Zangara, as fashion 
director for the women’s shoe de- 
partment of Melville Shoe Corpora- 
tion’s Thom McAn division, New 
York. This is a newly created post. 

Henry A. Gotham, as direct fac- 
tory representative in New England 
for O. A. Miller division of United 
Shoe Machinery Corporation. 


Transferred... 


A. W. Olsen, to a territory com- 
prising Ohio, Pennsylvania and the 
western half of West Virginia for 
United Men’s division of Brown 
Shoe Company, St. Louis. He re- 
places Frank Rose, who joined the 
Smartaire division. 

C. Elmer Logan, to a territory in- 
cluding Kentucky, except for the 
Hopkinsville, Mayfield and Paducah 
areas, for the Risque division of 
Brown Shoe. Al Sobelman travels 
the three excluded areas. 

James Leahy, from the St. Louis 
city territory of Wohl Shoe Com- 
pany’s Jacqueline division, to the 
northwestern territory. Jim Mix 
suceeds him in St. Louis. 

Gary Spees, from the home office 
of Wohl Shoe Company’s Wohl Plan 
division, St. Louis, to the Jacque- 
line division as Indiana sales rep- 
resentative. 

Roger W. Hall, to the Waterbury, 
Conn., offices of Scovill Manufac- 
turing Company as assistant on the 
staff of P. E. Fenton, general man- 
ager of the Closure division. Mr. 
Hall was formerly district manager 
of the Atlanta office. 

Alfred J. Lees, to Scovill’s At- 
lanta office, succeeding Mr. Hall as 
district sales manager. He has 
been sales coordinator in the Clos- 
ure division’s button and fastener 
section. 


Retiring... 


R. O. Crossley, from Simplex 
Shoe Manufacturing Company, Mil- 
waukee, after 14 years’ service. He 
covered all of Michigan except the 
Detroit area, and most of Indiana. 
Clyde Taylor, Detroit representa- 
tive, takes over the Michigan terri- 
tory and E. B. Templeman, Ohio 
representative, will handle Indiana. 
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‘Chamois,’ Rosy Tan Promoted by I. Miller for Spring 


NEW YORK—I. Miller is intro- 
ducing two new promotion colors 
for the coming spring and summer: 
“Chamois” with the light yellow 
tone of chamois leather and “Pra- 
line,” a rosy tan. 

Chamois will be made in suede 
and smooth leathers and worn as 
a new light neutral. Praline, to be 
made in several leathers—textured, 
aniline and suede—is expected to 
go well with many spring ready-to- 
wear colors. 

“Spanish Red” will be sold for 
resort and spring wear. Several 
shades of gray lend themselves to 
ombrés, considered important. “Ten- 
dril” is a new soft green. 

There are two new square toe 
lasts, one on an 18/8 and one on a 
22/8 heel, and both called Femata 
Carré. Another new last is Femata 
Coquille, probably the lowest cut 


shell in this market. Femata Petite 
is an oval last on a 19/8 heel. 

“Artisan” is a new leather with 
a mottled effect. The “glossy look” 
is very much liked and appears in 
a variety of leathers—patent and 
aniline patent; “Dragonfly,” an iri- 
descent patent, and luster. Among 
other new materials is “Mutation 
Mesh,” ombrés in five color fam- 
ilies. A favorite mesh is in a her- 
ringbone effect. Ribbon touches are 
used effectively. Woven leathers 
are considered very smart, and a 
new “Harlequin” print is very much 
liked. 

The Millerkin line has been de- 
veloped into a comprehensive col- 
lection with heels ranging from 
flats to 22/8 and including also 10/8, 
17/8, 19/8 and 22/8. The two high- 
est heels are new. 





e Financial 


Compo Sales and Earnings 
Increase in First 9 Months 

WALTHAM, MASS. — Sales and 
leased equipment revenues of the 
Compo Shoe Machinery Corporation 
totaled $5,179,510 for the  nine- 
month period ended September 30. 
At the end of the corresponding 
period of 1958 the total was $4,- 
411,285. 

Reporting to stockholders, Presi- 
dent John F. Smith pointed out that 
net income after federal taxes was 
$265,473, or 70 cents per share, 
compared with $260,621, or 68 cents 
per share, for the similar 1958 
period. 


Seiberling Sales, Net Rise 


AKRON, O.—Seiberling Rubber 
Company experienced a 17 per cent 
increase in sales and a 75 per cent 
gain in earnings for the first nine 
months of this year. 

As for the company’s shoe prod- 
ucts, President J. P. Seiberling said 
sales and earnings were “markedly 
improved” for both the nine-month 
period and the third quarter alone. 


Bristol Mfg. to Retire Stock 


BRISTOL, R. I. — The Bristol 
Manufacturing Corporation plans to 
retire its Class B preferred stock on 


December 15 at the redemption price 
of $100 per share. Plans were an- 
nounced in a letter to stockholders 
from Maurice C. Smith, Jr., board 
chairman, and William H. Smith, 
president and treasurer. 


Allied Kid Profits Dip 20% 

BOSTON — Net profits of Allied 
Kid Company for the three months 
ended September 30 dropped by 20.5 
per cent to $147,330, or 30 cents a 
share, compared with $185,405, or 38 
cents per share, in the comparable 
period last year. Officials said that 
owing to higher price levels the dol- 
lar sales volume was greater than a 
year ago, but the number of units 
sold was down seven per cent. 

This is the first time the company 
has published a financial report for 
stockholders on a quarterly basis. 
Officials said they believe the semi- 
annual figures “reflect the earnings 
more accurately.” 


Dividends ... 

Brown Shoe Company, St. Louis: 
55-cent quarterly common _ stock 
dividend, payable December 1 to 
shareholders of record November 
16. 

Shoe Corporation of America, Co- 
lumbus, O.: 30-cent quarterly divi- 
dend on common stock, payable De- 
cember 15 to shareholders of record 
November 23. 





Allied Show Forecast: 
‘Performance Values’ 
Cited in Leather Soles 


NEW YORK — The promotional] 
values of modern leather soles will 
be emphasized in merchandising 
fall 1960 shoes, according to the 
Leather Sole Advisory Committee 
of the Allied Shoe Products Show. 

Thomas A. Sweeney, committee 
chairman, said, “New shoe price 
brackets will give greater-than- 
ever importance to selling shoe per- 
formance values rather than price 
tags.” The new of the 
leather sole will prove important 
in this respect, he said. 

Mr. Sweeney, who is sales man- 
ager of the Tanners Cut Sole divi- 
sion of Howes Leather Company, 
said the leather soles will contrib- 
ute significantly to shoes reaching 
for a “character look.” 

In men’s shoes, the report stated, 
leather soles will be important be- 
of the popular American 
Continental styling to which these 
soles are “ideally adapted.” Leather 
will provide the refined close-edge 
trim and quality edge-finish essen- 
tial to this styling. In addition, the 
lightweight look is obtained with 
single soles giving the high wear 
value and flexibility required of 
this styling. 

A resurgence of the leather sole 
in the children’s field will be seen 


versions 


cause 





Footwear Imported by Britain 


Increased 67% in First Half 


LONDON — British shoe manu- 
facturers, like their American coun- 
terparts, are concerned about grow- 
ing footwear imports. W. S. Abbott, 
a leading manufacturer, said here 
recently that import pairage of all 
types of shoes from principal sources 
had increased by 67 per cent in the 
first half of 1959, compared with 
1958 figures. 

Imports from France were up 61 
per cent, he said; those from Italy, 
up 99 per cent; from Belgium, 223 
per cent, and from the Netherlands, 
280 per cent. Meanwhile, British 
shoe exports decreased. 

Mr. Abbott also noted that the 
tariffs levied against British goods 
by the countries specified were, in 
all cases, higher than those imposed 
by the British on incoming goods. 
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in 1960, the committee said, as a 
result of advances in wear values 
of the new, impregnated leather 
soles. Puncture-resistance to nails, 
glass and other sharp objects will 
serve as another merchandising 
feature. 

In women’s shoes, the incoming 
trend toward opened-up shoes for 
1960, which should reach a peak 
next fall, will bring leather soles 
into full merchandising focus. De- 
mand in all grades of these shoes 
will be for luxury look, feather- 
lightness and flexibility, the report 
said. 

New “leather tone” shades in 
soling, adapted for fall 1960 shoes 
in all classifications, will be intro- 
duced at the Allied Shoe Products 
Show, December 15-18 at the New 
York Trade Show Building. 


New Development in Goring: 


The Knitted Look and Feel 

NEWEST styling development in 
goring for fall 1960 is the 
knitted look and feel. 

N. J. Wershing, chairman of the 
Advisory Committee on Goring for 
the Allied Shoe Products Show, said 
this innovation has been adapted 
particularly for the new-looking 
“cuffed” shoes that have moved here 
from the Continent, and appears 


shoes 





Ad Man in Hollywood 


Tom Duffy (center), advertising director 
of Acme Boot Company, Clarksville, 
Tenn., poses with Edd (Kookie) Byrnes 
(left) and Roger Smith, co-stars of War- 
ner Brothers' "77 Sunset Strip" series 
on ABC-TV, during visit to Warner lot 
in Hollywood. Mr. Duffy met with the 
stars who are featured in Acme's pro- 
motions. 


destined for popularity. This gore 
will be available in 5%-inch widths 
for high heels, to one-inch widths 
for flats. 

Mr. Wershing, president of N. & 
W. Shoe Supplies Company, said a 
much wider range of novelty gores 
has been made available for fall. 
These include such effects as pleated, 
crinkled, covered, woven plaids and 
stripes, various design textures such 
as satin and suede. 

In women’s dressy types, the re- 
port said, some of these gores will 
be used not only for functional pur- 
poses but for unique decorative ef- 
fects as well. The use of metallic 
touches of gold and silver on goring 
will give new functional and decora- 
tive applications to evening shoes, 
glamour casuals and dressy slippers. 

For fall, goring will be seen as 
tricky inserts and collars on pumps. 
Goring will be prominent on high- 
riding types, straps, ties and boot 
effects for high-heel lines. And in 
tailored types, goring will play an 
important role in step-ins, ties and 
sabots. 

For children the new soft types of 
goring will lend themselves particu- 
larly well, the report said, because 
of the necessary elasticity without 
binding when used across the instep 
in straps or as inserts in step-ins 
and boot types. 

In the men’s and boys’ field, the 
rising popularity of boots is bring- 
ing on goring as wide as six inches. 
Hidden gores on front and sides 
continue in men’s dress and casual 
shoes. The slashed gore treatment 
will be one of the most popular. 
Elasticized toplines are evoking 
strong interest, especially when 
styled with covered goring. 


Patent Exhibited by Porter 


BOSTON—An exhibit by Porter 
Patent Leather Company proved a 
popular attraction at the Canton, 
Mass., “Salute to Industries.” The 
company, a subsidiary of Colonial 
Tanning Company, Inc., featured a 
wide range of ladies’ and children’s 
shoes and handbags plus complete 
sides in black and colored patent. 
Special interest was shown in the 
new “Luxury” non-cracking black 
patent. On hand at the display was 
John H. Porter, general manager of 
the firm, which operates the world’s 
largest japannery. 
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Nigeria Seeks to Develop 
Shoe Manufacturing Industry 


LAGOS, NIGERIA—The govern- 
ment of this African country has 
mapped plans for developing a do- 
mestic shoe manufacturing industry 
and hopes to attract both shoe man- 
agement and worker skills from 
abroad. 

Capital is not a problem. The gov- 
ernment has earmarked $400 mil- 
lion (in sterling) to pay for con- 
struction and expansion of consumer 
industries, including shoes. 

Nigeria’s population of 40 million 
has a total national income of $2.75 
billion. Assurances that new indus- 
tries will not be nationalized are be- 
ing offered by the government. 


U.S. Shoemen’s Donations 
Assist Boys’ Town of Italy 

BOSTON — Seventy-five under- 
privileged children now have a home 
in the “Massachusetts Building” of 
the Boys’ Town of Italy, in Rome. 
Part of the cost of the new building 
was met by contributions from firms 
and individuals in Massachusetts’ 
shoe and leather industries. 

Heading the drive for funds as 
chairman of this industry’s division 
was Vincent Bernagozzi, merchan- 
dise manager of intimate apparel 
and shoes for the Jordan Marsh 
Company, Boston, New England’s 
largest department store. 

The Massachusetts Building, of 
colorful brick and stone, is one of 
several built with money raised by 
industry drives in the United States. 
The goal is one building for each 
state. 

Mr. Bernagozzi is leaving on a 
buying trip to Italy on February 13 
and will visit Boys’ Town in Rome 
before returning to this country. 


Metz Leather Opens Branch 

BOSTON — The John Metz 
Leather Company of Boston has 
opened a branch office in Haverhill, 
Mass. The company’s subsidiary, 
Operation Alligator, Inc., will make 
its headquarters at the Haverhill 
address (11 Villa St.) and will have 
a branch office at the Metz Com- 
pany’s Boston headquarters, 183 
Essex St. 


Miss Marjorie Kammerer of Mar- 
jorie Kammerer Associates, is now 
handbag coordinator for Desco 
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Where to Buy 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 
Men's, Women's 





For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 
and Children's 











MERCHANTS’ NEEDS 





BOX HANDLERS 





Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 














VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name.. 
Company 
City... 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 





Shoe Corporation, New York. She 
serves as a fashion coordination 
consultant in the shoe and acces- 
sory fields. 


L. A. Shoe Ads Tabulated 

LOS ANGELES — As a promo- 
tional device, the Mirror-News, one 
of this city’s four daily papers, has 
begun distributing a monthly com- 


PAY OFF! 





LONG 


LADDERS 


LONG ARM* 
The efficient box hondier 
QUICKER, EASIER, SAFER 


strode Mork 


| SHORTEN 


LIVES “ 


Long Arms reach | 
high shelves for penn 
and avoid falls 

heart strain. Long arms with 24", 36", 48" 
60"' handles, $3.50; with 72" handles, $4.50. 














| Postage prepaid in USA. What length do you 
| need? 


Specify if for men's or women's boxes. 
Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


JOBS 








For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Seotwear 
MOSINGER-COHN 


1235 Washington, St Louis 3, Mo 


MA 1-3663 











pilation of shoe linage (listed by 
companies) in each of the papers. 
The reports, extracted from Media 
Records, go to all persons connected 
with shoe advertising in the area. 
A spokesman, noting that the Mir- 
ror-News has been gaining in shoe 
ads, said the reports are meant to 
“eliminate much of the misconcep- 
tion concerning shoe advertising in 
this area.” 





One-Man Shoe Factory 


World's cheapest form of footwear {sev- 
en cents a pair) is produced by this 
craftsman working outdoors in Salonica, 
Greece. Carving out soles of wood, he 
nails on leather straps and the job is 
done. The style is virtually unchanged 
from the sandals worn in ancient Greece. 





Acid-Resistant Ripple Soles 
Introduced in Industrial Shoes 
CLEVELAND—tThe shock- 
absorbing Ripple Sole has swept 
into the industrial footwear field. 
Soles made of Hycar nitrile rubber 
acids and 
alkalines found in machine shops, 
stations and_ industrial 


are said to resist oils, 
gasoline 
plants. 

Colt Cushioncraft Shoe Company, 
Boston, is the manufacturer of in- 
dustrial footwear featuring the 
Ripple Sole. The soles are pro- 
duced by Beebe Rubber Company, 
Nashua, N. H.—exclusive U. S. li- 
censee—using the Hycar rubber 
from B. F. Goodrich Chemical Com- 
pany. 

The material is said to withstand 
repeated and severe deformation 
and retain outstanding resilience 
under a wide range of temperature 
variations. 

For footwear equipped with Rip- 
ple Soles, a number of advantages 
are claimed, including reduction of 
foot fatigue, increased traction, 
balanced weight, and absorption of 
outside vibrations. 


Carl V. Eklund, personnel man- 
ager of the Eagle Shoe Manufac- 
turing Company, Everett, Mass., 
has been elected president of the 
Everett Kiwanis Club. 
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About Shoe People... 


Classified and Want Ads 
| 


SALESMEN WANTED 


SALESMEN WANTED 








SALESMEN WANTED 


Complete Line of Children's 
Shoes. Pre-Welts, CEMENTS and 
BON Welts, Sizes | Infants’ to 3 
Misses. Territories open: Ky., Indi- 
ana, Ohio, Okla., Texas, lowa, 
Kans. and Mo. Reply with details, 
references. 

THE KEPNER-SCOTT SHOE CO., Inc., Orwigsburg, Po. 





BRILLIANT BROTHERS CO. 
190 Lincoln St., Boston, Mass. 


National Distributor Men's Popular Price 
Dress and Work Shoes. Exclusive and 
Side Line territories. Draw—Bonus. 
Louisiana, Mississippi; © Washington; 
Oregon; Kansas, Missouri; Texas; Ne- 
braska, lowa; Massachusetts. Connecti- 
cut, Rhode Island; Upper New York; 
T see, Ark Enclose resume, 
photo, and references. 

















EXPERIENCED SHOE SALESMAN 


Calling on Retail Shoe Stores in entire New 

England Territory, to sell Quality American 

Line Rubber Footwear, Canvas, and Casual 

Shoes as sideline. Excellent opportunity, on 

commission basis. 

Reply to Box 651, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 








SALESMAN WANTED 


For Popular Priced Line of Women’s and 

Children’s Footwear; also Full Line of 

American made Tennis. MIDWESTERN 

and SOUTHERN STATES. Liberal com- 

mission. 

Reply to Box 653, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














(CONTINUED FROM PAGE 83) 


Stanford N. Phelps, former presi- 
dent of the now-defunct W. B. 
Coon Company, Rochester, N. Y., 
shoe manufacturing firm, has been 
named associate professor of ac- 
counting at Wayne State University 
Business School, Detroit. 


Irving J. Bottner, president of 
Knomark, Inc:, New York, will voice 
his ideas on upgrading the shoe 
polish industry, December 6 at 1:30 
p.m. on a Montreal television sta- 
tion, CHL-TV. 

e a 7 

John Schumacher has been named 
buyer of moderately priced shoes 
at Lord & Taylor, New York. John 
D. Horn has been appointed assis- 
tant merchandise manager, with 
responsibility for moderately priced 
shoes and other goods. 


Herbert DuBois, proprietor of the 
Bootery at University Heights, O., 
near Cleveland, has been elected 
president of the University Heights 
Plaza Merchants Association. 

- * e 

Martin R. Margulis has _ been 
named assistant buyer of children’s 
shoes for Famous-Barr Company, 
St. Louis department store. Mr. 
Margulis formerly served as as- 
sistant manager of the women’s 
shoe department in Sonnenfeld’s, 
St. Louis women’s specialty store. 


Irving Edison, president of Edi- 
son Brothers Stores, Inc., St. Louis, 
is among businessmen named to the 
key corporate gifts division of St. 
Louis University’s 150th anniversary 
development program. 

e 

Ralph Watkins, who operates sev- 
eral shoe stores in the Mobile, Ala., 
area, announced purchase of a 
Jackson, Ala., store from Ben 
Glover. 

e e * 

W. M. Marshall, owner of five 
Oklahoma shoe stores, has bought 
Troutman’s Shoe Store in Musko- 
gee, Okla. Lee Troutman, who has 
operated the store at its present 
location for 23 years, will stay on 
as manager. The Marshall Shoe 
Stores include three in Tulsa, one 
in Sapulpa and one in Midwest 
City. 

7 e e 

Mr. and Mrs. Paul Clopp, who 
operated a shoe store in Pawhuska, 
Okla., for 10 years, have moved to 
Pryor, Okla., and opened “The Shoe- 
land,” a family footwear store. 

a a a 

Jack McMellon has been promoted 
to manager of Vogue Shoes’ Palms 
Center store, one of seven Vogue 
stores in Houston. He has been in 
the shoe business 14 years. 

e e s 

Jerry McWilliams is the new 
manager of the Schiff Shoe Store, 
Aberdeen, S. D. He replaces Elmer 
Bernhard, who has taken a position 
with Block Shoes, Seattle. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND ye SURPLUS SHOES 
OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire for fast ac- 
uality men’s, 


PLEASE DON'T po ar childrea’s shoes. 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear Fn OVER 43 YEARS 


UNCLE Louis Camitta & Son MOSINGER-COHN 


91 Reade St., N. Y. C. WOrth 2-5063 1235 Washington, St. Louis 3, Mo 




















Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

OE. 1-4898 OE. 1-8762 
Quality Shoes Since '32 
“While in Town See Weil” 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED 4 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
182 No. ath ot AV® RELIABLE aii, 6, po 
Phone: WA 5-9533—WA 5-9827 




















VUMMM{iHa BARIS BUYS for CASH Z77777/7{ 


Quick decision on your offers of discontinued and 
rR A a i S$ surplus men's, women's and children's shoes. 
4 Also complete stores considered 
GANOELLATION "inoue Jobs In Fine Shoes From Fine Sources Siace 1931 


79-81 Reade St. New York 7, WY. © Tel: WOrth 2-5180 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 





for 

e doseouts 

e surplus 

e discontinued 








WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
' Max Lt, Meltzer, Pres. x A Jyaphog..J-9830 

















M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 i 








December }, 1959 
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Classified and Want Ads 








FOR SALE WANTED TO PURCHASE WANTED TO PURCHASE 








FAMILY SHOE STORE, WELL ESTAB.- 

LISHED, Shopping Center, Denver, Colorado, KELLY PAYS OP PRI< ES 
featuring National Brands, Good Children’s 

vou God lea —~ fares rg A gy ot 

ather interests, For details write: HOWARD'S CLOSE OUTS COMPLETE SHOE STORES 
—e hee 2700 South Colorado Blvd., | ODDS AND ENDS 

FOR SALE FAMILY SHOE ‘STORE. Men's, Women's, Children's Shoes 


All Nationally Advertised Brands. 100% Loca- 
tion, | ideal for couple, KOVAL’S SHOE | and Rubber Footwear 


STORE, 128 South Oak Street, Mt. Carmel, 


Fennayiranie | Buyer available within 24 hours after contact 





TION. in STORE, | DOWNTOWN ne | KELLY SALES INC. 


for 20 years. Women’s and Teens Popular 


Price Lines. First floor and basement. Retir- | 1139-41 South Jefferson Chicago, Illinois 
ing. Will sacrifice. VOGUE SMART SHOES, Phone or Wire Collect Wabash 2-3797 


6 North Phelps Street, Youngstown, Ohio. 











TWO FAMILY SHOE STORES Located 
in Bogalusa, La Buy either or both, Brown 


and Wot I s > i onsis 
Profit Reng Rng Be AL . RAY. | WILL BUY SIDELINE SALESMAN WTD. 


MAN, Hollywood Shop, Bogalusa, Louisiana. 











FAMILY SHOE STORE: 100% bees ANY PART OF YOUR SHOE STOCK; 


tion; Rental $225. Popular Prices. Volume Men's. Women's, Children’s. H i 

over ons.ee8 tm Health Stock, Fix : | pe ine 
t , Lease, cx ‘te $6,000. Ideal f ung | 

cab. Tele Ge aa ce ee | OSCAR TRAISTER SHOE COMPANY 


year Thriving town—Wilkes-Barre, Pennsyl- | 7 treet, Boston, Mass. 
ear Reply to Box 652, Boot anp Suoe | oF Gees Shrank Seton, NAUTICS 
CORDER, nestnut & 56th Street, Philade | 

Reconpaa, Ci & 56th S I lel canvas boating shoes for 
phia 39, Penna, WANT TO BUY GOING SHOE ted gare men, with famous Fellman Tri-Vac Soles now 
New England or New York area. eply to : i ae oe: . 
Box 655, Boor aNp SHor Recorper, Chestnut available as a sideline on commisison basis to 
& 56th Streets, Philadelphia 39, Penna. experienced traveling shoe salesmen with follow- 


WANTED TO LEASE ing in a number of states. Must show: present 


distribution complete and successful; association 
with present company; compatible to sideline 


mp -ac lling. Mail detailed resume (complete with 
INTERESTED IN LEASING ON | LINE WANTED sits a 
SHOE DEPARTMENT in egg Spe na } business and personal references) in confidence 


Store in Arizona or Utah. S. KIMMEL, 52 | to: 
Monroe, Grand Rapids, Michigan. Tel. GLen WANTED REPRESENTATIVE LINE OF 


dale: 96268. | LADIES’, CHILDREN’S OR MEN’S SHOES Fellman Tri-Vac Footwear, Inc. 


with drawing against commission; Florida, 
Georgia or South Carolina. Can produce as I 42 SO. LIVINGSTON AVE., LIVINGSTON, N. J. 
know retailers’ wants, with over twenty years 
FOR L experience. Can meet you at New York Show. 
EASE BOX NO. 232, Post Office, Orange, New Jer- 
“—" SIDELINE SALESMEN WANTED: To 
Sell “Shu Strate” Travelers’ Shoe Trees. They 
FOR LEASE: WOMEN’S DEPART- YOUNG MARRIED MAN, WITH EIGHT clip onto bottom of sole; let air into shoes; 
MENT; $125,000 volume in one of Long YEARS’ RETAIL EXPERIENCE, last four keep soles straight, keep shoes shapely. Spring 
Island's largest, most modern family shoe drive in managerial capacity desires line for Illinois Steel, Chrome Finished. Small and light. For 
ins. Good proposition. $25,000 cash. WRITE: and surrounding territory. References. Reply the High Class Shoe and Men’s Furnishings 
BOX 285, Manhattanville P. O., New York to Box 654, Boot anp SHOE Recorper, Chest- Stores, Retail $1.95. Address: SHU STRATE, 
City 27. nut & 56th Streets, Philadelphia 39, Penna. Box 9044, Chicago 90, Illinois. 


CLASSIFIED 


ADVERTISING RATES ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


20¢ a word 
Minimum (18 words) . .$3.60 Chestnut & 56th Sts. 


Box number, extra... .$2.40 Philadelphia 39, Pa. 
Your name and address — siaiill 
charged at word rate. sai itis. 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising Enclosed is Check 0 


is payable in advance Please check if box No. is Wanted [] Money Order 0 






















































































Boot and Shoe Recorder 








Allied Products Show 


Amalgamated Leather Com- 
panies, Inc. 


Amer, William, Company 
Second Cover 


Armour Leather Company ... 
Avon Sole Company 


B & R Shoe Co. 

OT BD Sa 79, 97 
Blue Star Shoes, Inc. 5 
Broitman-Gaffin Shoes, Inc... 97 


Camitta, Louis, & Son 97 
Camitta Shoe Co. 97 
Chairmasters, Inc. 67 
Colonial Tanning Co., Inc. ... 20 
Crown Rubber Company .... 8 


Eddy Shoe Company 97 
Edwards, Vincent, & Co. .... 95 
Endicott Johnson Corporation 30 
Essex Products, Inc. 


Federal Industries 
Foot-So-Port Shoe Co. 


Gallun, A. F., & Sons Corp. 
Third Cover 


General Split Corporation ... 13 


Gerberich-Payne Shoe 
Company Back Cover 


Gro-Rite Shoe Company ... .62, 63 


Hamel, L. H., Leather Co. ... 48 
Haus of Kraus, The 

Hempstead Shoe Co. 

Horween Leather Co. 
Hubschman, E., & Sons, Inc... 


International Shoe Company 
Front Cover 


Jarman Shoe Company 


Kangaroo Tanners 
Kelly Sales, Inc. 


Laconian Shoes Corp. 
Lawrence, A. C., Leather Co.. 
Levor, G., & Co., Inc. 

Little Yankees 

Long Arm 








Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Lucky Sales Co., Inc. 
Ludwig Co., The 


Martin Fabrics Corporation. . 


Medic Shoe Manufacturers 
Inc. 


Missouri Heel Co. 

Mosinger-Cohn Shoe Co. ... 

Mrs. Day’s Ideal Baby Shoe 
Co. 


National Shoe Board Confer- 


Ohio Leather Co., The 
O’Sullivan Rubber Corporation 


Phillips Premier Corporation 
Pierce, C. S., Company 
Principle Plastics 


Ross, A. H., & Sons 
Rubin, Irvin 


Sebago-Moc Company 
Sheraton-Atlantic Hotel 
Stoff, M., & Co. 


Tan-Art Co., Inc 

Tanners Council of America.. 
Taylor, Thomas, & Sons ..... 
Tingley Rubber Corporation. . 
Topps Shoe Store 


Traister, Oscar, Shoe Com- 


United Shoe Machinery Cor- 
poration 16, 


United States Rubber Company 
Kem-Blo 
Naugatuck Chemical 


Vaisey Bristol Shoe Co. 
Viner Bros., 
Vulean Corporation 


Weil, M. K., Shoe 

Wellco Shoe Corporation .... 
Wimpfheimer, A., & Bro., Inc. 52 
Winchell Shoe Mfg. Co. 

Winslow Bros. & Smith 85 


Wolverine Shoe & Tanning 
Pr ere eer ree 1, 59 
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IN NEW YORK CITY 


Collector's 
Item! 


(GSueraton. 
ATLANTIC 


Hore. 


The Sheraton-McAlpin takes a new name, 
to mark completion of vast $4,000,000 
re-decorating and improvement program! 
Now more of a “‘buy” than ever—with its 
“heart of the market” location, close to 
Penn Station. 1400 rooms (1,000 air-condi- 
tioned), all with bath, radio, TV. Special 
services: sample rooms, free clothing racks, 
advance listings on lobby bulletin boards, 
Remember—now it’s the Sheraton-Atlantic 
in New York. Write for buyer's rates. 


SHERATON-ATLANTIC HOTEL 
Broadway at 34th St., N. Y. 
MEMBER OF DINERS’ CLUB 

Across the street from the Marbridge Bidg. 








The Case 
of 
the 
Missing 
Shank 


A case that had a speedy trial . . . a wear test was run on a pair 
of popular high style shoes using standard materials and methods 
EXCEPT, that the shank was missing from one shoe. The trial 
proved one thing . . . shanks are vital in shoes . . . vital to the 
stylist in holding shoe shape, vital to the salesman in building 
repeat sales, vital to the wearer in longer shoe life and more 
comfort. A proven case for shanks ... UNITED top quality 
shanks, of course. 

UNITED shanks are vital in other profit-making ways too... 
you can depend on skillful fitting and precision reproduction of 
UNITED Vita-Tempered® shanks to build solid customer 
satisfaction and repeat sales into your shoe lines. 

Take a look at your shank fitting now. Ask for a UNITED shank 
expert to survey your needs — for fast service on new models, 
sample shoes, or an established line. For a better fit and better 
sales — depend on UNITED quality shanks. Call or write: United 
Shoe Machinery Corporation, Boston 7, Massachusetts. 


Jdnited, 


SHANKS 


THE UMC CATALOG... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 





Shoe courtesy Red Cross Div., U. S. Shoe Corp., Cincinnati 


keeps your shoes in the black sott, slowing beauty ...the deep 
jet of night . . . indomitable shape retention . . . this is Ebony Calf by Gallun. An 
aristocrat among fine leathers, Ebony compliments the most delicate or dashing of 


high-fashion shoes . . . and, most important, has that “come hither” way with milady’s 
shoe dollar. / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 
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2445 BLACK GRAIN 


2446 CORDO SMOOTH 


145 BLACK GRAIN 
146 CORDO SMOOTH 


It’s the New and Different that Keep 
GERBERICH BOYS’ SHOES Out In Front 


Four trim Styles 


INSTOCK ; - , 
with the exciting Rib-Flex Sole, 


For 
GERBERICH Dealers exclusive with Gerberichs 








GERBERICH-PAYNE SHOE COMPANY The Finest Name In Boys’ Shoes 
MOUNT JOY PENNSYLVANIA 








